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If  you  could  PRINT  better 
quality  color... 

faster,  more  consistently, 
economically  and  with  less  waste... 


Could  you 


SELL 


more  color? 


Color  sells. 

Better  quality  color  sells  even  more. 
And  with  effective  color  management, 
the  profitability  of  printing  color 
is  brighter  than  ever  for 
newspaper  printers  like  you. 


Southerrv  LIthoplate,  through  our 
SLP  Strategic  Alliance  partners 
Presteligence  and  X-Rite  Pantone, 
offers  dynamic  solutions  that  can 
help  you  sell  more  color  and  capture 
more  profits  from  color.  Here’s  how: 


Color  that  jumps 
off  the  page! 

Presteligence’s  NewsXtreme  and  Ink  Presetting 
tools  with  SLP's  Viper  830®  thermal  and 
Replica  HSV  violet  plates  are  optimized  to 
deliver  quality  your  customers  will  pay  more  for. 

Color  makeready  made 
faster,  less  wasteful 

Ink-Miser  from  Presteligence  optimizes  ink 
densities,  IntelliTrax  News  from  X-Rite  Pantone 
automates  color  measurement  and  adjustments, 
saving  time  and  waste  for  better  profits. 


Color  that  matches 
your  customers’  color 

X-Rite  Pantone's  CAPSURE  and  eXact  get  you 
to  client-satisfying  color  quickly,  effortlessly. 

Personal  service,  24/7  tech 
support,  dedication  to  print 

Southern  LIthoplate  and  its  partners 
can  help  make  a  difference  in  your 
company’s  prepress/pressroom  MGl 
performance.  Complete  solutions  J 

that  demonstrate  our  dedication 
to  your  profits. 
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Let  Me  Know  When  the  Days 
of  Great  Sports  Writing  Return 


Maybe  it’s  because  I  was 
a  sportswriter  for  some 
25  years  but  I  take 
sports  writing  seriously. 
The  sports  page  is  the  first  1  turn  to 
when  I  pick  up  the  morning  paper. 

It’s  always  been  that  way  for  me  and  it 
always  will  be. 

I  don’t  mean  to  say  that  I  want  al^ipy  , 
sports  journalism  to  be  serious.  I  want  it 
to  be  entertaining  as  well  as  informative. 
Is  that  so  much  to  ask? 

Look,  I  grew  up  reading  the  late  Jim 
Murray.  He  was  the  sports  columnist 
for  the  Los  Angeles  Times  from  1961-98, 
and  I  can’t  imagine  anyone  arguing  that 
he  wasn’t  the  best  sports  columnist  ever. 
Murray  was  the  reason  I  became  a  jour¬ 
nalist  in  the  first  place,  and  why  I  took  to 
sports  writing  in  particular.  He  won  14 
sportswriter  of  the  year  awards  and  the 
1990  Pulitzer  Prize  for  commentaiy,  but 
that  doesn’t  tell  the  greatness  of  Murray 
and  why  we  miss  his  writing.  It  was  his 
good-natured  wit  and  ability  to  turn  a 
phrase  that  we  miss  and  that  seems  to  be 
so  scarce  in  today’s  sports  writing. 

I  won’t  forget  some  of  Murray’s  one- 
liners,  like  this  one  when  he  wrote  of  the 
Indianapolis  500  auto  race:  “Gentle¬ 
men,  start  your  coffins.”  Or,  when  he 
wrote  that  the  compact  and  crouching 
baseball  player  Rickey  Henderson  up  at 
bat  “has  a  strike  zone  the  size  of  Hitler’s 
heart.”  And  this  one,  when  writing  about 
the  late  UCLA  basketball  coach  John 
Wooden:  “Coach  was  so  square,  he  was 
divisible  by  four.” 

There  have  been  Murray  imitators 
(former  Sports  Illustrated  and  now 
ESPN.com  columnist  Rick  Reilly  comes 
to  mind),  but  no  one  I  can  think  of 
comes  even  close  to  the  sports  writing 
skills  of  Murray. 


Certainly,  there  have  been  wonder¬ 
fully  gifted  sports  writers  in  the  past  and 
some  good  ones  are  still  at  it.  Naturally, 
Red  Smith,  who,  for  some  four  decades 
from  the  1940s  through  the  ‘70s  set  the 
standard  for  great  sports  writing  is  at  the 
top  of  that  list.  We’re  all  familiar  with 
this  quote:  “Writing  is  easy.  You  just 
open  a  vein  and  bleed.”  In  1949,  Walter 
Winchell  wrote:  “(Red)  Smith  was  asked 
if  writing  a  daily  column  was  a  difficult 
task.  “Why,  no,’  Smith  said.  You  simply 
sit  down  at  the  typewriter,  open  your 
veins,  and  bleed.’  ” 

Oh,  if  it  was  only  that  easy. 

I  think  Thomas  Boswell  of  the  Wash¬ 
ington  Post  and  George  Vecsey  of  the 
New  York  Times  are  among  the  very 
few  who  seem  to  care  about  how  they 
Write  as  much  as  about  what  they  write. 
But  the  list  of  really  good  sports  writers 
after  that  is  a  very  short  one.  Sure,  there 
are  other  fine,  even  great,  sports  writers 
still  out  there  such  as  Frank  Deford, 
Dan  Jenkins,  John  Feinstein,  Mike  Lu- 
pica  and  Peter  Gammons.  But  piost  of 
them  have  gone  on  to  write  books  and 
are  no  longer  regular  newspaper  vmters 
or  columnists. 

Too  often,  it  seems  to  me,  today’s 
sports  columnists  try  making  their 
points  with  mean  and  nasty  writing. 
They  attack  unnecessarily  and  with 
vitriol.  Murray  never  had  to  resort  to 
that  kind  of  journalism. 

I  hope  that  someday  again  well  be 
blessed  with  a  Jim  Murray.  Until  then. 
Ill  just  reminisce  about  the  good  old 
days  and  Murray  lines  like  this  one, 
when  he  wrote  of  another  notoriously 
mean  and  grouchy  man,  Ohio  State 
football  coach  Woody  Hayes:  “Woody 
was  consistent.  Graceless  in  victory  and 
graceless  in  defeat.”  —EZ 
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READ  HOW  THE  DALLAS  MORNING  NEWS  IS  USING  THE  AAM’S 
CONSOLIDATED  MEDIA  REPORT  TO  TELL  A  MORE  COMPLETE  STORY 
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In  the  new  world  of  media,  advertisers  need  easy  access  to  reliable  data  across 
multiple  content  platforms.  And  you  need  new  tools  to  tell  your  cross- media  story  to 
them.  That’s  why  AAM  developed  the  Consolidated  Media  Report.  Now  you  can  present 
a  comprehensive  audience  view— from  tablets  to  websites  to  Facebook— all  in  one  place. 

Read  the  Dallas  Morning  News’  CMR  story  at  auditedmedia.com/dallasmorningnews 
The  new  AAM.  Trust  and  confidence  for  the  new  world  of  media. 
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Illustration  by  Jared  Boggess 


Name  change  effects? 

The  more  pertinent  issue  being  present¬ 
ed  is  really  twofold  (Critical  Thinking, 
September  2013). 

Will  the  current  readers  be  more  likely  to 
remain  subscribers  and  will  new  residents, 
who,  by  and  large  tend  to  be  non-newspa¬ 
per  readers,  increase  the  circulation  of  the 
paper  because  of  this  hopefully  newfound 
perception  of  an  unbiased  newspaper? 

The  answer  to  the  first  may  be  found  in 
their  own  history,  when  Arthur  Arun¬ 
del  had  a  mission  of  unifying  all  of  his 
publications  under  the  Times-Mirror 
identification  associated  with  his  flag¬ 
ship  newspaper  in  Loudoun  County, 
Virginia.  There  were  several  reasons 
why  that  never  transpired,  which  are 
now  of  little  consequence,  but  impor¬ 
tantly,  when  the  Fauquier  community 
began  hearing  rumors  that  the  Fau¬ 
quier  Democrat  might  soon  become  the 
Fauquier  Times-Mirror,  readers  and 
civic  leaders  alike  incensed  that  they 
may  be  dragged  into  inundated  Arundel 
with  their  comments  and  outrage.  These 
folks,  being  a  fiercely  independent  and 
proudly  rural  bunch,  had  no  desire  to 
become  a  part  of,  or  even  associated 
with,  the  suburban  woes  that  were  fac¬ 
ing  their  northern  neighbors. 

Being  an  astute  businessman,  Arundel 
acquiesced  and  the  Fauquier  Times- 
Democrat  flag  emerged.  Always  one  to 
learn  from  the  past,  that  experience  forged 
the  beginnings  of  his  Times  Community 
Newspapers  corporate  identity. 

The  lesson  to  be  learned  is  that  while 
there  was  a  lot  of  grousing,  the  name 
change  was  accepted  and  the  Times- 
Democrat  continued  to  grow.  But  it  grew 
not  because  of,  or  in  spite  of,  the  name. 


It  grew  because  of  the  proud  tradition 
of  independent  and  unbiased  reporting 
about  nearly  everything  that  was  im¬ 
portant  to  county  residents.  Some  of  the 
most  highly  read  contents  were  what  the 
industry  was  to  term  “chicken  dinner” 
news,  written  by  “correspondents”  in  the 
myriad  small  communities  that  made  up 
the  county. 

So,  yes,  people  do  indeed  care  about  the 
name  of  their  paper,  but,  no,  the  name  of 
the  paper  will  not  be  an  overwhelming 
factor  in  whether  or  not  they  read  it.  It  is 
about  content,  content,  content. 

The  second  part  of  the  question  is 
one  that  plagues  the  entire  newspaper 
industry.  What  does  it  take  to  make  new 
residents— typically  younger  folks— read 
newspapers?  You  and  I  would  both  be 
multi-millionaires  if  we  had  that  answer. 

My  experience,  however,  is  that  newer 
and  younger  families  tend  to  have  a  far 
less  sense  of  community  and,  in  most 
cases,  don’t  even  know  their  neighbors. 
The  only  appeal  that  the  newspaper  will 
have  is  information  that  directly  affects 
their  personal  lives  and  the  Times- 
Democrat  has  always  done  that  to  near 
perfection,  presenting  news  about  youth 
sports,  issues  about  actions  that  impact 
their  taxes  and,  of  course,  those  things 
that  impact  the  lives  of  their  children  and 
their  education. 

Those  are  the  only  things— if  there  is 
anything— that  will  entice  young  families 
to  subscribe  to  the  newspaper.  The  name 
of  the  newspaper  is  impxjrtant  to  us,  but  it 
will  not  influence  whether  or  not  they  will 
subscribe  or  even  read  the  newspaper.  But 
for  those  who  just  will  not,  the  newspa¬ 
per  must  be  prepared  to  offer  them  that 
information  in  whatever  format  they  will 


accept,  whether  that  is  on  paper  or  in  any 
of  the  many  other  electronic  formats  avail¬ 
able  to  them. 

Now,  how  to  make  money  from  that? 
Well,  that’s  another  whole  challenge  for 
another  discussion. 

Note:  In  the  interest  of  full  disclosure, 
having  a  prior  long  association  with 
the  Time  Community  Newspapers  and 
Fauquier  Times-Democrat,  I  will  admit  to 
some  strong  biases  about  the  quality  and 
content  of  the  newspaper. 

DAVE  SMITH 


Consider  the  whole  picture 

Thank  you  for  your  view  (Shoptalk,  “How 
the  Sun-Times  Performed  a  Photographic 
Self  Lobotomy,”  September  2013). 

Now,  another  view: 

Sometimes  the  whole  picture  should  be 
considered  and  understood  before  the 
photo  is  judged. 

I  need  not  tell  you  the  business  for  most 
of  local  media  is  very  tough  and  there’s  no 
sign  of  that  getting  any  better.  Risks  and 
new  ways  are  sometimes  the  only  way. 

All  ideas  and  “tests”  should  be  welcomed, 
or  the  whole  industry  should  be  consid¬ 
ered  a  study  in  decomposition. 

RICK  SURKAMER 

Submitted  on  editorandpublisher.com 


Discovering  reporting 

The  timeliness  of  this  was  somewhat 
unique  but  this  is  nothing  groundbreak¬ 
ing  and  certainly  not  new  (“A  Journalist  is 
Always  On,”  September  2013).  Television 
has  been  reporting  live  from  the  scene’  for 
decades  and  extended  that  to  real-time  on 
the  web  a  number  of  years  ago.  The  story 
reads  almost  like  a  scene  from  a  newspa¬ 
per  version  of  Ron  Burgundy. 

PALMER  BROWN 

Submitted  on  editorandpublisher.com 
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The  Mirage 


Las  Vegas,  Nevada 


February 

24-26, 

2014 


The  Mega-Conference  is  the  premiere  industry  event  for  newspaper 
executives  and  the  companies  that  do  business  with  newspapers. 

Developed  jointly  by  the  Inland  Press  Association,  Local  Media  Association  and 
the  Southern  Newspaper  Publishers  Association,  this  conference  brings  together 
the  best  thought  leaders  tackling  the  hottest  trends  in  the  industry  today. 

It's  all  about  revenue  and  innovation!  View  the  conference  agenda, 
learn  about  sponsorship  and  exhibit  opportunities,  and  register  at: 

www.mega-conference.com 
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Register  by  Jan.  24  for  the  best  conference  rates! 
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A  Different  Vu 

Put  your  content  in  front  of  the  right  readers 

By  Nu  Yang 


V/u 


Vu  Digital  wants  to  give  readers  a  new  kind 
of  site  experience— the  more  personalized, 
the  better.  Launched  in  February  and  headquar¬ 
tered  in  Ridgeland,  Miss.,  the  Vu  team  is  looking 
for  publishers  interested  in  partnering  on  this  new  venture. 

Earlier  this  year,  the  company  first  approached  large 
news  organizations  such  as  AOL,  Hufifington  Post  and 
the  Wall  Street  Journal.  “They  told  us  to  come  back  when 
we  had  a  million  users,”  said  Allison  Talley,  senior  man¬ 
ager,  product 
development. 

Since  then,  Vu 
launched  Vu  Mo¬ 
bile  in  April  and 
Vu  Finder  in  Au¬ 
gust.  According 
to  Liz  Whelan, 
communications, 

Vu  now  has 
more  than  400 
sites  that  have 
created  publisher 
accounts  and 
Talley  reports 
their  content  is 
available  to  more  than  400,000  users.  “Now,  we’re  back 
talking  to  the  big  publishers,”  Talley  said. 

Vu  Finder  works  as  a  social  tool  for  publishers.  It  gener¬ 
ates  a  small  line  of  code  inserted  on  their  website;  it  ap¬ 
pears  as  a  set  of  widgets,  similar  to  a  Facebook  or  Twitter 
icon.  Phiblishers  can  customize  the  icon  and  site  placement. 
When  users  click  on  the  Vu  icon,  they  log-in  using  social 
media  or  their  email  address,  turning  them  into  “Vuers.” 
From  there,  Vu  plugs  into  the  publisher’s  website  and 
provides  personalized  content  for  Vuers  using  original 
algorithms  based  on  their  unique  profiles.  Vuers  can  change 


their  preferences  and  as  they  navigate  through  the  site,  they 
receive  recommendations  and  immediately  find  articles  of 
interest,  leading  to  higher  site  engagement. 

According  to  Talley,  “When  site  visitors  stay  on  a  site  lon¬ 
ger,  they  are  exposed  to  more  paid  ads,  they  become  more 
loyal  and  they  are  more  likely  to  share  content.” 

Vu  also  provides  publishers  site  analytics.  Publishers  get 
access  to  targeted  user  profiles  to  help  penetrate  new  mar¬ 
kets,  leverage  site  data  to  offer  better  content  and  targeted 

advertising,  and 
increase  reading 
time.  The  data 
collection  is  all 
done  on  Vu’s 
end. 

Talley  said  Vu 
is  also  a  way  for 
publishers  to  cre¬ 
ate  new  revenue 
streams.  Vu  has 
the  ability  to 
insert  paid  con¬ 
tent  from  a  site 
into  its  recom¬ 
mended  reading. 
For  subscription-based  sites,  Talley  said  as  more  content 
becomes  relevant  for  readers,  site  visitors  are  more  likely  to 
see  a  site’s  value  and  buy  a  subscription. 

Talley  said  Vu  will  soon  release  a  new  set  of  widgets  that 
will  integrate  a  social  comp)onent.  It  is  a  paid  feature,  but  it 
will  include  a  free  trial  for  publishers. 

She  sees  personalized  content  becoming  more  of  a  prior¬ 
ity  for  publishers  and  readers.  “The  momentum  is  high 
right  now,”  Talley  said.  “Publishers  should  capitalize  on 
their  content.” 

For  more  information,  visit  myvu.com. 
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Under  One  Roof 

Gatehouse  Media  locates  design  center  in  Austin 


About  200 jobs  are 

expected  to  be  created 

by  the  end  of  next  year 
when  Gatehouse  Me¬ 
dia's  Center  for  News  and  Design  re¬ 
locates  to  Austin,  Texas.  The  move  is 
expected  to  be  completed  by  spring 
2014  when  all  design  house  publica¬ 
tions  will  transition  to  Austin.  Based 
in  Fairport,  N.Y.,  GateHouse  Media 
owns  and  operates  431  newspapers 
and  405  related  websites. 

Currently,  Gatehouse  manages 
two  design  centers:  one  in  Rock¬ 
ford.  ni.,  the  other  in  Framingham, 
Mass,  \rice  president  of  content  and 
audience  David  Arkin  said  they 
looked  at  the  efficiencies  of  operat¬ 
ing  two  design  centers  and  realized 
it  was  not  the  best  model.  "We  could 
produce  a  better  product  in  a  single 
center,"  he  said. 

According  to  Gatehouse,  the 
company  worked  with  Frank  Magid 
Associates  earlier  this  year  on  a 
research-based  initiative  to  better 
understand  consumer  interests,  at¬ 
titudes  and  behaviors  with  respect 
to  local  news.  As  a  result,  Austin 
was  selected  as  the  design  center's 
new  home. 

'  'Texas  has  a  lot  of  newspapers  in 
the  state,"  Arkin  said.  "We  can  tap  in 
to  great  journalists  and  recruit  stu¬ 
dents  from  the  University  of  Texas." 

At  press  time,  the  building  had  not 
been  finalized  yet,  but  Arkin  said 
the  new  center's  location  would 
likely  reside  near  downtown  Austin. 

Gatehouse  reports  the  new  facility 
will  create  about  60  jobs  by  the  end 
of  the  year  and  grow  to  about  90 
full-time  employees  by  March  2014. 
Arkin  said  employees  at  both  the 
Rockford  and  Farmingham  centers 


were  asked  to  transfer  to  Austin.  A  : 
general  manager  has  already  been 
hired  to  lead  the  new  center. 

The  facility  will  continue  to  | 
service  existing  print  and  digital  j 
offerings,  such  as  centralized  copy  ; 
editing,  content  development,  | 
digital  publishing  and  page  design 
for  the  company's  publications. 
Arkin  hopes  the  new  design  center 
will  also  put  them  in  the  position 
to  market  these  same  services  to  | 
other  U.S.-based  media  companies  | 
in  the  future. 

"At  the  end  of  the  day,  our  goal  is 
to  create  great-looking,  error-free  | 
newspaper  products,"  he  said.  "We 
want  to  become  a  seamless  op-  I 
eration  that  provides  high-quality  j 
service  to  newspapers."  I 

Arkin  said  from  a  cost  and  strat-  i 


*  David  Arkin, 
Gatehouse  Media 
vice  president 
of  content  and 
audience 


^  Mark  Cotosimo, 
general  manager 
of  the  Gatehouse 
Media  Center  for 
News  and  Design 


egy  perspective,  he  believed  in  the 
benefits  of  centralizing  services  to  a 
single  facility.  "Newspapers  are  able 
to  focus  on  creating  more  content 
and  we're  able  to  handle  the  produc¬ 
tion.  It  creates  a  logical  workflow." 

For  more  information,  visit 
gatehousemediacom/design-center. 
-NY 
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A  Touchdown 
for  Minnesota 

Star  Tribune  reveals  updated 
High  School  Sports  Hubs 


Every  newspaper  un¬ 
derstands  high  school 
sports  are  a  community 
staple.  At  the  Minneapolis 
Star  Tribune,  they’re  taking  their 
digital  coverage  seriously.  Their 
High  School  Sports  Hubs  is  a  suite 
of  18  comprehensive  websites  de¬ 
voted  to  high  school  athletics  across 
the  state.  Each  hub  can  be  found  at 
startribune.com /sports/preps. 

Recently,  the  Star  Tribune  updated 
every  sports  hub  website  to  a  respon¬ 
sive  design  and  updated  its  Star 
Tribune  High  School  Football  Score- 
board  app  to  provide  real-time  updates, 
playoff/toumament  information, 
player  statistics  and  more  for  Android 
and  ii^ple  mobile  devices.  Accord¬ 
ing  to  the  company,  the  interface  also 


supports  tournament  brackets,  player 
profiles,  team  rosters,  leaderboards  and 
other  high-dem^d  features. 

Senior  vice  president  of  digital  Jim 
I  Bernard  said  the  redesign  started  in 
I  February  and  launched  in  early  Sep- 
j  tember.  “We  redesigned  everything 
j  from  the  structure  to  the  features,”  he 
i  said.  “We  launched  our  mobile  sites 
I  and  revised  our  apps.. .it  was  our  re- 
I  sponse  to  the  increase  of  mobile  usage, 
i  especially  among  teenagers.” 

I  It  would  make  sense  that  high  school 
j  students,  parents,  fans  and  schools  are 
j  being  targeted  with  this  product.  “We 
'  know  this  audience  is  very  hungry  for 
I  this  content,”  Bernard  said.  He  added 
i  feedback  has  been  positive  so  far  and 
I  he  has  seen  a  double-digit  growth  in 
;  mobile  usage  since  the  redesign  was 
an¬ 
nounced. 

The 
sports 
hubs  also 
provide 
new  ad¬ 
vertising 
oppor¬ 
tunities 
for  local 
busi¬ 
nesses 
to  reach 
families 
and 

schools,  j 
For 

example, 
busi¬ 
nesses  I 
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12  west-metro  football  teams  play  for  a  shot  at 

1  state 

latest  news 


12  west-metro  football  teams 
for  a  shot  at  state 


play 


10/29/2013.  6:57pm  CDT,  By  Jim  Paulsen.  Star 


Get  Live  MN  High  School 
Football  Scores  &  Stats. 


<•  >  CD  O 


can  sponsor  upcoming  hockey  and 
basketball  mobile  apps.  In  addition, 
videos  were  also  a  key  component  of 
the  redesign  along  with  photo  galler¬ 
ies,  where  users  can  also  upload  their 
own  video  and  photos.  Bernard  said 
he  anticipates  an  increase  in  video 
consumption  and  video  advertising 
due  to  this  higher  engagement. 

With  the  Star  Tribune's  sports 
department  taking  the  lead  and  by 
partnering  with  coaches  and  athletic 
directors,  Bernard  said  he  would  like 
the  hubs  to  continue  to  provide  real¬ 
time  updates  and  critical  statistics  to 
all  high  school  sports  fans  in  the  state. 
He  said  he  has  even  seen  coaches  use 
the  statistics  to  evaluate  team  per¬ 
formances  and  they  have  provided 
feedback  to  Bernard. 

Even  though  football  and  bas¬ 
ketball  may  dominant  coverage  in 
certain  communities,  Bernard  said 
having  the  High  School  Sports  Hubs 
allows  sports  like  cross  country  and 
lacrosse  to  receive  the  same  amount 
of  attention.  “Every  impression 
counts,”  he  said.  —NY 
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By  Women,  For  Everyone 


¥  Left:  Issue  1  of  The  Riveter, 
Above:  Joanna  Demkiewicz  (left) 
and  Kaylen  Ralph,  co-founders 
and  co-editors  of  The  Riveter 


women 


Kaylen  Ralph  and  Joanna  Demkiewicz 

were  students  at  the  University  of  Missouri’s 
School  of  Journalism  when  they  started  The 
Riveter,  a  magazine  focused  on  longform  jour¬ 
nalism  by  women. 

Demkiewicz  said  there  were  two  incidents  that  sparked 
the  idea:  after  they  realized  no  woman  writers  had  been 
nominated  in  the  2012  American  Society  of  Magazine  Edi¬ 
tors’  National  Magazine  Awards  and  after  they  attended  a 
university-spKjnsored  writing  workshop  promoting  a  book 
called  “Next  Wave:  America’s  New  (jeneration  of  Great  Lit¬ 
erary  Journalists.”  Demkiewicz  said  out  of  the  19  pieces  of 
longform  journalism  featured  in  the  collection,  only  three 
had  been  written  by  women. 

Ralph  and  Demkiewicz  responded  by  creating  The  Riv¬ 
eter.  After  graduating  this  past  spring,  the  two  friends,  both 
23,  moved  to  Minneapolis,  Minn,  because  of  its  literary 
community  and  made  the  city  the  magazine’s  home. 

In  March,  they  introduced  The  Riveter  online  in  order  to 
build  an  audience.  During  that  time,  they  raised  $2,000 
through  crowdftmding.  Ralph  and  Demkiewicz  used  the 
funds  to  pay  writers  and  launched  their  first  print  issue  in 
mid-July.  Both  print  and  digital  editions  are  available  for 
purchase.  Demkiewicz  said  their  goal  is  to  secure  longterm 
funding  in  order  to  turn  their  quarterly  print  product  into  a 
monthly  publication. 


Ralph  and  Demkiewicz  see  themselves  as  entrepreneurs— 
and  don’t  let  their  age  fool  you.  “We  have  a  lot  of  energy,” 
Demkiewicz  said.  “I  feel  like  our  generation  is  pretty  innova¬ 
tive.  If  we  see  a  problem  we  want  to  fix,  we  do  it.” 

The  Riveter's  staff  includes  Ralph  and  Demkiewicz  and 
creative  direptor  Theresa  Berens.  Demkiewicz  said  they  are 
always  accepting  story  pitches.  They  welcome  submissions 
about  anything  and  everything  and  writers  are  not  limited 
to  conventional  female  subjects.  Ralph  also  encouraged 
writers  to  send  in  stories  that  explored  alternative  topics  or 
experimented  with  disruptive  narrative. 

For  example.  The  Riveter's  debut  issue  featured  a  p)er- 
sonal  expository  essay  about  mental  health.  Ralph  said 
it  was  written  from  the  perspective  of  a  woman  who  had 
a  mother  dealing  with  mental  illness,  but  the  writer  also 
included  some  research  into  her  story.  “(The  story)  had  a 
lot  of  different  elements,”  Ralph  said.  “There  was  research 
involved  along  with  a  personal  narrative.  It  was  a  melding 
of  genres.” 

Demkiewicz  added  longform  journalism  would  let  them 
experiment  with  different  genres,  such  as  non-fiction,  per¬ 
sonal  storytelling,  creative  essays  and  investigative  pieces. 

“Our  mission  is  to  publish  a  magazine  by  women  for 
everyone,”  Demkiewicz  said.  “We  want  to  promote  women 
as  universal  storytellers.” 

For  more  information,  visit  therivetermagazine.com.  —NY 
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From  the  Archive 


k  Susan  Dee  Pickering,  Miss 
Hawaii  of  1963,  catches  up 
on  the  news  in  the  Honolulu 
Advertiser.  It  was  the  first 
issue  of  the  paper  since  it 
and  the  Honolulu  Star- 
Bulletin  were  struck  by 
seven  newspaper  unions 
some  six  weeks  earlier.  This 
photo  originally  appeared 
in  the  August  17, 1963 
edition  of  ESP. 


New  Vocabulary  for 
the  Modern  Era 


human 


Tornoe’s  Comer 


i  MpP/WS  ^ 

7  M  ^ 


■  (noun) :  a 
'  i  trip  in  which 
I  tourists  can 
I  glimpse 
I  indigenous 


“India  has  ordered 
the  arrest  of  a  tour 
operator  for  running  a 
‘human  safari’  after  a 
video  emerged  showing 
police  making  haif- 
naked  women  from  a 
tiny  isiand  tribe  dance 
in  return  for  food.” 
-guardian.co.uk,  January  2012 
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{legal  briefs} 


New  York  City  Police  Officer 
Indicted  for  Lying  about 
Photographer’s  Arrest 

According  to  The  New  York  Times, 
a  New  York  City  police  officer 
who  had  arrested  a  photographer 
working  for  The  Times  has  been 
indicted  on  three  felony  counts 
and  five  misdemeanors  accusing 
him  of  fabricating  the  reasons 
for  the  arrest.  The  officer,  Michael 
Ackermann,  claimed  that  the 
photographer  interfered  with  an 
arrest  last  year  of  a  teenage  girl 
by  repeatedly  discharging  his 
camera’s  flash  in  Ackermann’s 
face.  But  the  officer's  account 
unraveled  after  photographic 


evidence  had  determined  that  the 
photographer,  Robert  Stolarik,  did 
not  use  a  flash  and  did  not  have 
one  on  his  camera  at  the  time. 
Prosecutors  added  that  no  other 
police  officers  or  civilian  wit¬ 
nesses  reported  seeing  a  flash. 
Ackermann  was  charged  with 
several  counts  related  to  filing 
false  records  and  official  mis¬ 
conduct.  If  convicted  on  the  top 
count,  he  faces  up  to  seven  years 
in  prison  and  could  lose  his  job. 

Santa  Fe  Reporter  Files 
Lawsuit  against  Governor 

The  Santa  Fe  Reporter  has 
reported  it  has  filed  a  lawsuit 


I  \ 


against  Gov.  Susana  Martinez. 
The  lawsuit  alleges  Martinez 
"routinely"  violated  the  state's 
public  records  law  by  withhold¬ 
ing  public  records  requested 
by  SFR.  It  also  asserts  that  the 
governor  violated  the  "freedom 
of  the  press"  provision  in  the  - 
New  Mexico  Constitution  "by 
unlawfully  discriminating  and 
retaliating"  against  SFR.  The 
paper  reports  the  governor’s 
office  refused  to  respond  to  their 
inquiries  for  seven  months  on  a 
long  list  of  stories.  Silence  from 
the  governor's  office  amounts  to 
prior  restraint  and  censorship, 
the  complaint  alleges. 
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Tout  It  Out! 

Create  engagement,  revenue  with  video 


More  than  200  news¬ 
paper  publishers— in¬ 
cluding  the  Wall  Street 
Journal  and  USA  To¬ 
day— ditt  using  Tout,  a  mobile  video 
publishing  platform  that  enables 
journalists  to  capture  videos  on  their 
smartphones  or  tablets.  But  even 
small  news  organizations  can  take 
advantage  of  this  solution  that  prom¬ 
ises  higher  reader  engagement  and 
additional  revenue  opportunities. 

Launched  in  2011,  the  San  Fran¬ 
cisco-based  Tout  wanted  to  create 
a  new  model  for  real-time  publish¬ 
ing.  Chief  executive  officer  Michael 
Downing  said  after  spending  time 
with  publishers,  he  found  “every 
single  paper  out  there  is  grabbling 
with  video.” 

“When  publishers  think  video, 
they  assume  it  has  to  be  a  high-end 
studio  production,  but  those  aren’t 
the  kind  of  videos  being  consumed,” 
Downing  said.  “High-end  produc¬ 
tion  doesn’t  always  translate  to 
higher  engagement.  Look  at  You¬ 


Tube.  That  content  is  uniquely  cre¬ 
ated  for  the  mobile  experience.  (The 
cfips)  are  short  and  made  in  real 
time,  which  drives  engagement.” 
Tout’s  own  video  length  defaults  to 
15  seconds. 

In  April,  journalist  Sonya  Paclob  of 
the  York  (Pa.)  Daily  Record  reported 
from  the  Boston  Marathon  bombing 
using  Tout.  “I  tweeted  and  used  (Tout) 
to  document  my  experiences  through¬ 
out  the  day,”  she  said  in  a  Tout  case 
study.  “The  smaller  the  equipment,  the 
less  awareness  I  brought  on  myself 
I  was  able  to  weave  in  and  out  of  big 
news  media  outlets  with  their  big 
camera  set-ups.” 

Tout  offers  several  packages, 
including  a  free  version  with  mobile 
capture,  real  time  widgets,  simple 
stats  and  full  social  sharing  capabili¬ 
ties.  For  publishers.  Downing  recom¬ 
mends  the  pro  or  enterprise  packages. 
Both  are  priced  based  on  the  paper’s 
web  traffic  and  come  with  a  free 
30-day  free  trial.  Tout  also  provides 
comprehensive,  real-time  analytics 


that  helps  publishers  track  engage¬ 
ment  and  advertising  campaigns. 

Downing  said  Tout  has  helped 
many  publishers  drive  revenue. 
“Their  sellers  are  able  to  sell  high 
CPM  pre-roll  video  ads  to  local 
businesses.”  He  explained  that  video 
content  on  a  webpage  has  five  to 
eight  times  more  engagement  than 
static  images. 

While  most  papers  generate  revenue 
from  display  ads,  Dovming  said  they 
only  brought  in  between  $2  to  $3 
CPM  while  video  ads  saw  $15  to  $25 
CPM.  “That’s  a  drastic  difference  that 
has  the  potential  to  make  a  dramatic 
impact,”  he  said. 

“Newspapers  are  in  a  unique  spot,” 
Downing  said.  “They  have  the  physi¬ 
cal  presence  to  maintain  relation¬ 
ships  with  local  businesses.  News¬ 
papers  own  that  domain.  I  believe  in 
the  next  year,  we’ll  see  more  news¬ 
papers  bringing  video  advertising  to 
local  businesses.” 

For  more  information,  visit 
tout.com.  —NY 
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ACTION  INK 


Download  the  free 
Actionink  app 


Fill  the  screen  of  your 
device  to  scan  this  page 


Watch  the  content 
come  alive 


i 


►  Marc  Lester  .  l/?e/?o/Y/(f/e  (Alaska)  Daify \c\vs 

staff  Sgt.  Otis  Lee  watches  from  the  grounds  as  other  Army  paratroopers  come  down  onto  the 
Malemute  Drop  Zone.  Soldiers  from  the  4th  Brigade  Combat  Team,  25th  Infantry  Division  (Airborne) 
conducted  a  mass  tactical  training  exercise  at  the  Malemute  Drop  Zone  on  Joint  Base  Elmendorf- 
Richardson  on  June  4,  2013.  About  550  paratroopers  jumped  from  C-17  aircraft  during  the  exercise. 
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Send  us  your  photos!  E&P  welcomes  reader 
submissions  for  our  Photo  of  the  Month. 
nu.yang@editorandpublisher.com. 


critical  thinking 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu.yang@editorandpublisher.com. 


J-school  students  and  industry  vets 
tackle  the  tough  questions 


The  Pew  Research  Center  recently  reported  that  more  daily  newspapers 
are  cutting  the  amount  of  newsprint  they  devote  to  editorials  and  com¬ 
mentary  due  to  shrinking  newsrooms  and  space.  Do  you  think  this  trend 
underestimates  the  value  of  journalism  or  is  it  a  sound  business  decision? 


One  way  newspa¬ 
pers  can  set  them- 
*  selves  apart  in  an 
increasingly  crowded  news 
market  is  with  vigorous  com¬ 
mentary  and  opinion  pages. 

Editorials  give  newspapers 
a  personality,  a  distinct  voice, 
and  help  establish  their  cred¬ 
ibility  in  the  community. 

Everyone  is  a  pundit  these 
days,  with  the  explosion  of 
Facebook,  T\vitter  and  blogs. 

And  partisan  talking  heads  are 
everywhere,  from  websites  to 
cable  networks.  So  why  is  the 
newspaper  opinion  page  still  a 
vital  tradition? 

Because  it  offers  readers  a 
perspective  they  can  trust  is  not 
beholden  to  special  interests. 

Editorials  also  set  one  newspa¬ 
per  apart  from  another,  an  im¬ 
portant  consideration  in  the  few 
cities  such  as  Detroit  that  still  have  two  major  dailies.  Here, 
readers  have  traditionaUy  selected  one  newspaper  or  the  other 
based  on  the  positions  of  their  editorial  pages.  It’s  a  tradition 
here  that’s  been  passed  from  generation  to  generation. 

Readers  can  get  the  news  in  so  many  different  places,  but 
the  editorial  pages  of  a  trusted  newspaper  are  where  they  find 
perspective  that  may  help  them  understand  the  news  better, 
and  perhaps  help  them  shape  their  own  opinions.  And  the 
op-ed  pages  provide  them  with  first-hand  commentary  from 
their  community  and  political  leaders.  It’s  where  readers  can 
debate  the  issues  of  the  day.  And  it’s  where  lawmakers  and 
local  officials  turn  to  gauge  what  citizens  are  thinking. 

Editorial  boards  aren’t  distant  commentators,  swooping 
in  with  the  occasional  viewpoint.  The  people  who  comprise 
these  boards  know  their  communities.  They  care  deeply 
about  the  issues  they  write  about. 

When  a  newspaper  kills  its  editorial  page,  it  loses  its  voice. 
Without  a  distinct  voice,  it’s  more  difficult  for  a  newspaper  to 
be  heard  above  the  clang  and  clatter  of  today’s  journalism. 


Kevin  Rogers,  21 

senior,  St.  Bonaventure 
(N.Y.)  University 


Nolan  Finley,  58 

editorial  page  e^tor. 
The  Detroit  News 


the  paper’s  reach.  That  said,  edi-  Rogers  is  a  political  science 

torials  and  opinions  should  not  andjoumalism  and  mass 

have  priority  over  a  newspaper’s  communtcatixm  double 

more  essential  functions. 

.  .  ,  managing  editor  for  The 

Objective  reporting  ought  Bona  Venture,  St.  Bonaven- 

to  be  the  main  focus  of  daily  ture  Unvversity’s  student- 

newspapers,  and  limited  funds  run  newspaper.  He  works 
are  better  spent  to  preserve  freelanee  as  a  daily  aggrega- 
this  essential  function.  If  that  ^  occasional  reporter 
means  some  editorial  content  EnergyGuardian. 
needs  to  be  cut,  it’s  for  the  best.  It’s  an  unfortunate  choice 
to  have  to  make,  but  when  it  comes  to  a  choice  between 
funding  objective  reporting  or  commentary,  reporting 
needs  to  win  out.  Reporting  is  the  reason  newspapers  exist; 
everything  else  is  expendable  when  it  comes  to  budget. 

Beyond  putting  a  priority  on  objective  coverage,  leaner 
opinion  pages  should  ultimately  boost  quality.  Limited 
space  requires  editors  to  make  judgments  on  what  should 
be  presented  to  the  reader,  and  writers  must  compete  to 
produce  the  best  content.  It’s  far  easier  to  publish  medio¬ 
cre  writing  when  there  is  more  space  to  fill.  Content  will 
be  limited  by  a  slimmer  opinion  section,  but  the  content 
should  reflect  a  higher  quality  of  writing. 

Of  course,  web-based  content  offers  a  chance  to  alleviate 
the  loss  of  printed  opinion  content.  Additional  commentary 
and  editorials  can  be  posted  on  newspapers’  websites  for 
customers  hungry  for  more  opinion  writing.  But  when  it 
comes  to  the  printed  newspaper,  the  focus  and  funds  need 
to  remain  with  objective  reporting. 
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Finley  has  been  with  The 
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starting  as  a  copy  boy, 
and  served  in  a  variety  of 
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before  talcing  over  the  edi¬ 
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Percent  of  smartphones  and/or  tablet  users 
and  news  consumers  who  downloaded 
one  or  more  news  apps  In  2013 
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•Owners  who  said  they  used  a  smartphone  or  tablet  to  read,  view  or  listen  to  digital 

content  within  news  websites  or  apps  in  the  seven  days  prior  to  taking  the  survey.  Source:  Donald  W.  Reynolds  Journalisrn,  Institute 
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Cell  phone  activities  2013 

Based  on  a  survey  of 2,076  cell  phone  owners 

The  percentage  of  cell  phone  owners 
who  use  their  cell  phone  to... 


,  Source:  Pew  Research  Center’s  Internet  and  American  Life  Project  Sprir^  Tracking  Survey,  April  17-May  19, 2013 


Top  10  digital  properties 


1.  Google  Sites . 223,445 

2.  Yahoo!  Sites . 206,830 

3.  Facebookxom . 185,335 . 

4.  Microsoft  Sites . 178,737 

5.  Amazon  Sites . 159,630 


Total  digital  population  (in  thousands) 

6. AOL,bc. . 140,252 

7.  Glam  Media . 128^17 

8.  AskNetwoih . 121,833 

9.  Apple  Inc. . 108,580 

10.  Tomer  Distal . 104,897 


Source:  comScore  Media  Metrix  Multi-Platform,  US.,  December  2012 
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of  adults  who  post' videos 
online  do  so  on  social  networking  sites. 


of  adults  who  watch  online 
videos  do  so  on  social  networking  sites. 


Video  and  Cell  Phones 


Source:  Pew  Internet  and  American  Life  Project,  based  on  a  telephone  suri'ey  of  1.003  adults 


use  their  phones  to  watch  video. 


use  their  phones  to  record  video. 


use  their  phones  to  post  videos  online. 
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Video  and  Ceil  Phones 


adults  who  post  videos 
online  do  so  on  social  networking  sites. 


of  adults  who  watch  online 


videos  do  so  on  social  networking  sites. 


use  their  phones  to  watch  video 


use  their  phones  to  record  video 


use  their  phones  to  post  videos  online. 
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How  NPR  Lures  Younger 
Digital  Audiences 

It  creates  multiple  types  of  content  on  multiple  types 
of  media  on  multiple  types  of  platforms 


By  Alan  D.  Mutter 

The  people  who  listen 

to  NPR  are  a  lot  like  those 
who  read  newspapers.  They 
tend  to  be  wealthier,  better 
educated  and  more  thoughtful  than 
the  population  as  whole.  And,  like 
newspaper  readers,  they  are  older  than 
the  broader  population,  too. 

But  there’s  one  major  difference 
between  NPR  and  most  newspapers: 
The  managers  at  NPR  have  moved 
aggressively  to  create  differentiated 
digital  products  to  attract  new,  and 
significantly  younger,  audiences  than 
their  traditional  radio  listeners.  In 
a  moment,  well  take  a  look  at  how 
they  did  it.  First,  let’s  look  at  how 
well  they  did. 

While  the  median  age  of  the  NPR 
radio  audience  is  49,  the  median 
age  of  its  web  visitors  is  40  and  the 
median  age  of  its  podcast  users  is  36, 
according  to  a  survey  published  on 
its  website  (http://tinyurl.com/npr- 
demo).  This  compares  to  the  national 
median  age  of  38. 

The  age  differences  across  the  NPR 
media  result  from  the  fact  that  each 
platform  attracts  its  own,  distinct 
following.  While  18  percent  of  web 
visitors  tune  in  to  NPR  radio,  only  12 
percent  of  radio  listeners  visit  the  web¬ 
site,  according  to  the  audience  survey. 

The  podcast  service,  which  serves 
nearly  25  million  downloads  a  month, 
delivers  the  added  bonus  of  encourag¬ 
ing  two-thirds  of  its  relatively  young 
listeners  to  listen  to  radio  broadcasts 


at  least  once  a  week.  While  there’s  no 
way  of  knowing  if  podcast  users  will 
turn  into  lifelong  radioheads,  it’s  bet¬ 
ter  for  NPR  to  have  them  periodically 
engaging  with  the  legacy  platform 
than  iTuning  it  out  altogether. 

Now,  let’s  look  at  the  newspaper  in¬ 
dustry,  where  the  story  is  not  as  bright. 

The  median  age  of  a  typical  newspa¬ 
per  print  reader  is  58  and  the  average 
age  of  a  news  website  reader  is  49, 
says  Greg  Harmon  of  Borrell  Associ¬ 
ates  who  has  surveyed  users  at  scores 
of  newspapers  for  more  than  a  decade. 
“These  audiences,”  said  Harmon  in  an 
interview,  “get  a  year  older  every  year.” 

Another  long-time  industry  watcher, 
Andrew  Kohut  of  the  Pew  Research 
Center,  reported  (http://tinyurl.com/ 
newsdemos)  in  October  that  people 
under  the  age  of  50  spend  notably  less 


time  perusing  the  news  each  day  than 
their  elders.  After  studying  news  con¬ 
sumption  for  a  decade  across  every  age 
group,  Kohut  concluded  that  individu¬ 
als  ranging  in  age  from  18  to  47  “have 
so  far  shown  little  indication  that  they 
will  become  heavier  news  consumers 
as  they  age.” 

Facing  the  same  daunting  demo¬ 
graphic  headwinds  as  newspapers,  the 
management  of  NPR  embarked  on 
a  thoughtfully  conceived  strategy  to 
export  their  assets  and  brand  to  digital 
platforms  to  attract  different,  yet 
complementary,  audiences.  To  do  this, 
they  created  a  magazine-style  website 
and  a  comprehensive  podcast  library 
featuring  audio  from  more  than  50 
local  affiliates  and  other  providers. 

Where  newspapers  for  the  most  part 
export  the  look,  feel  and  content  of 
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“(NPR)  took  its  cues  from 
successful  native  digital 
publishers..;.” 
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the  printed  product  to  the  web  -  and, 
in  many  cases  also  to  smartphones 
and  tablets  -  the  NPR  eflForts  are 
purpose-built  to  leverage  the  full  array 
of  digital  technology  for  each  audience 
and  application. 

NPR  had  an  advantage  over  news¬ 
papers:  As  an  audio-only  medium 
seeking  to  project  its  brand  to  the 
highly  visual  digital  realm,  NPR 
had  to  learn  how  to  acquire  and  use 
pictures,  videos,  maps  and  other 
graphic  elements.  To  do  so,  it  took 
its  cues  from  successful  native  digital 
publishers,  unfettered  by  the  stub¬ 
born  obeisance  at  most  newspapers 
to  a  format  inspired  by  the  need 
to  efficiently  craft  pages  the  way 
Gutenberg  did. 

Because  NPR  was  free  to  start  from 
scratch,  its  website  looks,  and  func¬ 
tions,  like  a  truly  interactive  medium, 
where  it  is  easy  to  find  related  content, 
navigate  to  a  local  affiliate,  add  or 
read  comments,  and  share  an  article 
or  audio  clip  via  Facebook,  Twitter, 
Google+  or  email.  There  are  revenue 
opportunities  at  every  turn,  including 
links  to  the  NPR  Shop  and  -  this  is, 
after  all,  public  radio  -  where  visitors 
like  you  can  make  a  donation. 

Attuned  to  the  desire  of  mod¬ 
ern  consumers  to  customize  their 
content  consumption,  the  podcast 
section  of  the  website  features  a  “mix 
your  own”  playlist  tool,  tapping  a 
rich  and  easily  searchable  library  of 


content  indexed  by  topic,  title  and 
provider.  The  organization,  design 
and  convenience  of  the  NPR  pod¬ 
cast  environment  actually  surpasses 
the  podcast  section  of  the  estimable 
iTunes  store. 

The  NPR  digital  strategy  creates 
multiple  entry  points  for  consuming 
multiple  types  of  content  on  multiple 
types  of  media  on  multiple  types  of 
platforms.  As  such,  it  is  the  antithesis 
of  the  one-size-fits-all  content  and 
presentation  employed  by  most  news¬ 
papers  across  their  digital  media. 

'Phe  difference  in  strategies  between 
NPR  and  newspapers  would  not  mat¬ 
ter  if  publishers  were  continuing  to 
gain  readers  and  revenues.  But  print 
penetration  is  aj;  a  modern-day  low  and 
advertising  revenues  are  less  than  half 
of  what  they  were  as  recently  as  2005. 

Publishers  interested  in  turning 
things  around  should  tune  in  to  the 
NPR  strategy,  ■ 
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Use  It 


Social  media  editors  need  to  know  the  rules  when 
using  content  shared  on  social  networks 


j 


By  Rob  Tomoe 

shooting  happens  at  a 
suburban  mall  in  the  wee 

hours  of  the  night.  While 
you  don’t  have  a  photog¬ 
rapher  on  the  scene,  countless  photos 
are  being  uploaded  in  real-time  onto 
Twitter  by  people  in  the  parking  lot 
witnessing  the  scene.  It’s  Twitter,  so 
you  take  the  photo  and  post  it  into 
your  content  management  system  to 
share  the  scene  with  your  readers. 

Fair  use,  right?  Unfortunately, 
you’ve  just  violated  copyright  law. 
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Every  day,  hundreds  of  editors 
use  images  from  social  media  web 
sites  such  as  Facebook,  Twitter  and 
Instragam  on  their  web  sites  with¬ 
out  ever  understanding  the  legally 
precarious  position  in  which  they  are 
potentially  placing  their  newsrooms. 
Despite  being  part  of  an  organization 
overflowing  with  content  creators  who 
understand  the  value  of  their  work, 
there  seems  to  be  a  weird  idea  among 
journalists  that  “regular  people”  don’t 
have  the  same  copyright  protections 


on  the  web  as  journalists.  It’s  simply  ^ 
not  the  case.  ' 

“There’s  a  sense  that  if  I  find  a  photo  j 

on  the  web  that  someone  uploaded  for  | 
free,  I  must  be  able  to  use  it  for  free,”  ] 
says  Chip  Stewart,  Associate  Dean  of  | 
the  TCU  School  of  Journalism.  “Just  j 
because  editors  are  using  an  image  for  i 
a  news  purpose  doesn’t  mean  it’s  not  j 
violating  copyright  law.” 

Using  copyrighted  photos  in  news  j 

coverage  is  nothing  new.  Before  the 
internet  and  social  networks  became 

editorandpublisher.com 
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omnipresent,  when  someone  became 
newsworthy,  editors  found  themselves 
running  down  to  the  local  school 
to  grab  the  only  image  available— a 
yearbook  photo.  While  this  practice 
was  commonplace  among  newsrooms, 
technically  the  company  that  took  the 
yearbook  photos  owned  the  cop)Tight, 

“It’s  a  good  practice  until  someone 
brings  a  lawsuit  to  settle  it,”  Stewart 
says,  which  seems  to  perfectly  de¬ 
scribe  the  approach  newsrooms  have 
developed  to  using  content  found  on 
social  media. 

So  what  do  the  terms  of  service  of 
sites  like  Facebook,  Twitter  and  Insta- 
gram  say?  Well,  in  no  uncertain  terms, 
despite  the  perception  that  users  sign 
away  all  their  rights,  these  companies 
all  guarantee  the  individual  content 
creator,  not  the  social  network,  retains 
ownership  of  the  work. 


“You  retain  your  rights  to  any  Con¬ 
tent  you  submit,  post  or  display  on 
or  through  the  Services,”  reads  Twit¬ 
ters  terms  of  service,  going  so  far  as 
to  say,  “what’s  yours  is  yours— you 
own  your  Content  (and  your  photos 
are  part  of  that  Content).”  Facebook, 
Instagram,  Flickr  all  have  similar 
guarantees  that  grant  users  sole 
ownership  of  their  copyrights. 

Take  the  case  of  Daniel  Morel,  a 
photojoumalist  who  happened  to  be 
in  Port  au  Prince,  Haiti  when  a  devas¬ 
tating  earthquake  struck.  Because  of 
the  damage,  the  only  way  Morel  was 
able  to  get  his  photos  out  was  by  up¬ 
loading  them  to  TwitPic  and  Tweeting 
them  (at  the  time,  Twitter  didn’t  have 
a  function  that  allowed  pictures  to  be 
directly  uploaded). 

The  photos  were  shared  across  Twit¬ 
ter,  and  eventually  made  their  way  to 


j  Agence  France  Pressen  (AFP),  which 
sold  them  to  clients  like  Getty  Images, 
the  Boston  Globe  and  USA  Today, 
among  others. 

AFP  contended  that  since  Morel 
posted  the  images  on  Twitter  at  full 
resolution,  he  was  granting  the  requi¬ 
site  license  to  allow  all  third  parties  to 
I  use,  publish  and  distribute  the  photos. 

I  In  court  papers,  both  Getty  and  AFP 
I  claim  “they  acted  within  industry 
I  norms,  customs  and  practice.” 
j  Despite  their  claims,  a  federal  court 
•  determined  that  AFP  did  indeed  in- 
j  fringe  Morel’s  copyrights  on  8  photos,’ 
and  for  distributing  them  without  his 
permission,  he  is  seeking  $1.2  mil¬ 
lion  in  statuary  damages.  Add  to  that 
a  potential  violation  of  the  Digital 
Millennium  Copyright  Act  (DCMA), 
where  Morel  contends  both  AFP  and 
continited  on  page  60 
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Adobe  recently  released  version  three  of 

its  PDF  Print  Engine,  complete  with  the  new 
Mercury  RIP  Architecture.  “It  is  a  scalability 
framework  for  processing  pages  in  parallel.  It 
manages  and  coordinates  the  activities  of  multiple  in¬ 
stances  of  the  print  engine  running  on  different  CPU  cores, 
or  multiple  systems  across  a  network,”  said  Mark  Lewiecki, 
Senior  Product  Manager,  Adobe  PDF  Print  Engine. 

One  of  Mercury’s  key  new  features,  Lewiecki  noted,  is  the 
ability  to  dynamically  allocate  resources— the  controller 
checks  the  status  of  all  available  RIPs,  and  sends  the  job 
to  the  one  with  the  most  available  resources.  “The  target 
is  that  no  CPU  core  should  sit  idle  where  there  is  work  to 
be  done,”  he  said,  noting  that  it  allows  shops  that  produce 
multiple  or  complicated  jobs  to  send  them  to  the  RIP  once, 
and  know  that  the  job  will  be  routed  to  whichever  engine  is 
most  appropriate,  as  soon  as  it  is  free,  rather  than  require 
the  operator  to  manage  the  process. 

Beyond  making  the -pressroom  more  efficient,  which 
means  it  can  process  more  jobs  and  print  them  faster,  the 
architecture  is  also  optimized  for  today’s  digital  presses. 
“Newspapers  such  as  the  Wall  Street  Journal  are  print¬ 
ing  locally  in  cities  around  the  globe,  in  very  short  runs,” 
said  Lewiecki.  “It  is  basically  a  world  of  shorter  print  runs, 
greater  versioning  and  personalized  printing,  which  the 
Mercuiy  RIP  Architecture  was  designed  for.” 

The  new  architecture  wasn’t  the  only  improvement, 
however.  Version  three  brought  major  upgrades  to  com¬ 
plex  graphic  constructs  such  as  transparency  and  repeat¬ 
ing  patterns.  They  process  much  quicker  and  much  more 
reliably  in  the  new  PDF  Print  Engine.  “I  have  heard  about 
very  intricate  linework,  a  map  in  fact,  that  took  24  hours  on 
competing  technology,  and  ripped  in  an  hour  on  PDF  Print 
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New  architecture  and  upgrades  make  for 
quicker,  more  efficient  processing 


Engine,”  Lewiecki  said.  “The  reality  is  that  printers  every 
day  are  expected  to  handle  poorly  made,  complicated,  prob¬ 
lem  PDF  files,  and  the  faster  they  can  go,  the  better.” 

He  did  note  that  performance  is,  as  always,  job  dependant. 
So  more  complex  jobs  will  still  take  more  time  to  process, 
but  he  believes  everyone  will  see  a  massive  improvement, 
no  matter  what  types  of  jobs  they  run.  “We  make  continual 
improvements  with  every  release,  and  have  been  able  to  im¬ 
prove  performance  an  average  of  a  10-20  percent  range  in 
every  release,  but  is  very  content  dependant,”  he  said.  “And 
newspapers  are  incorporating  more  gr  aphics  and  color  into 
their  jobs,  so  it’s  definitely  relevant  to  the  segment.” 
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Tighter  integration 

Another  benefit  to  the  new  version 
is  a  tighter  integration  across  all  of 
the  Adobe  product  lines.  “It’s  not  just 
performance  for  a  given  set  of  pages,” 
said  Lewiecki,  “it’s  about  consider¬ 
ing  the  overall  workflow,  especially 
as  newspapers  are  becoming  more 
versioned  to  target  different  regions 
and  locales.  It  becomes  critical- 
presses  are  running  more  plates,  even 
for  same  daily  edition  as  runs  become 
shorter.  So  they  need  greater  reli¬ 
ability  and  don’t  have  time  to  go  back 
and  make  fixes.  When  the  runs  were 
long,  it  wasn’t  as  much  of  a  problem, 
but  today  they  need  to  be  very  auto¬ 
mated.  Newspapers  often  use  Acrobat 
to  proof  the  pages  on  screen;  and 
we  have  a  standing  goal  of  aligning 
the  output  with  what  you  see  on  the 
screen  in  Acrobat.  It’s  a  moving  tar¬ 
get,  but  printers  can  be  very  confident 
that  what  they  see  in  Acrobat  is  what 
will  get  printed  on  press.” 

The  latest  version  of  Acrobat  was,  in 
fact,  releas'ed  in  October,  and  version 
three  of  the  PDF  Print  Engine  lever¬ 
ages  the  same  technology.  Lewiecki 
said  that  they  used  the  same  core 
libraries,  and  the  same  compilers 
to  create  the  binaries,  and  the  same 
technologies  for  rendering  fonts,  color 
management,  etc.  “There  are  a  lot  of 
moving  parts  and  they  all  have  to  fit 
together,”  he  noted. 

The  PDF  Print  Engine  isn’t  actually  a 
stand-alone  product—  it  is  a  software 
development  kit  (SDK)  that  partner 
OEMs  build  into  their  own  products. 
Lewiecki  pointed  out  that  the  exact 
performance  and  features  will  dep)end 
on  how  each  OEM  decides  to  imple¬ 
ment  the  technology,  but  he  antici¬ 
pates  products  using  version  three  will 
be  hitting  the  mass  market  in  the 
next  3-12  months.  Agfa,  he  noted,  is 
one  partner  who  already  announced 
Asanti,  a  product  that  will  be  shipping 
this  year,  and  he  named  partners  such 
as  Xerox,  Heidelberg,  Screen,  EFI  and 
Fujifilm  who  are  working  on  imple¬ 


menting  the  PDF  Print  Engine  into 
their  solutions  as  well. 

Facing  the  future 

Looking  into  the  future,  Lewiecki 
noted  that  one  trend  he  is  keeping 
a  close  eye  on  is  moving  more  of  the 
process  into  the  cloud.  “I  don’t  think 
RJPing  will  go  to  the  cloud  any  time 
soon,”  he  said,  “but  color  management 
is  already  in  the  cloud,  from  a  number 
of  vendors,  and  workflow  manage¬ 
ment  is  available  on  a  cloud  basis  as 
well.  I  see  additional  movement  in 
that  direction.” 

An  increasing  move  toward  more  ver¬ 
sioning  is  another  trend  he  is  keeping 
an  eye  on.  It’s  already  started,  he  noted, 
but  he  sees  newspapers,  in  particular, 
moving  toward  more  of  a  distribute- 
then-print  model  in  the  future.  One 
example  he  gave  is  on-demand  printing 
in  airports  of  newspapers  from  any¬ 
where  around  the  globe. 

One  thing  he  doesn’t  see  is  an  end 
to  print,  especially  in  newspapers.  “I 
don’t  see  online  newspaper  editions 
wiping  out  the  printed  versions,”  he 
noted.  “I  know  there  are  some  experi¬ 
ments,  but  the  economies  of  scale  for 
print,  despite  declining  readerships, 
ju-e  still  compelling  to  advertisers.  And 
I  know  a  lot  of  people  still  consult  both 
the  online  and  print  versions,  which 
is  how  a  lot  of  newspapers  are  now 
packaging  their  subscriptions.  Many 
people  are  choosing  the  receive  both, 
because  of  comfort  and  familiarity  of 
paper;  that  is  changing  with  younger 
generation.  But  one  finding  over 
last  few  years  is  that,  even  for  young 
people,  there  are  some  types  of  promo¬ 
tions  they  prefer  to  receive  in  print. 
There  is  a  -  higher  degree  of  trust 
-  e-mails  are  easy  and  cost  effective, 
but  the  response  rate  and  level  of  trust 
is  lower  than  from  a  printed  piece.” 
(see  http://www.epsilon.com/sites/ 
default/ files/  2012_Channel_Prefer- 
ences_Study_FINAL_0.pdf). 

He  went  on  to  note  that,  “this  is  why 
corporations  and  marketers  need  to 


Adobe 

have  a  cross  media  strategy.  People 
still  trust  print  more  than  online  pro¬ 
motions;  when  you  hold  something 
in  your  hand,  the  impact  is  greater 
than  online.  Effectiveness  is  affected 
by  inks  and  color,  how  expensively  it 
was  printed,  whether  it  is  on  a  heavy 
coated  stock  with  spot  color,  or  fea¬ 
tures  metaJlics,  varnishes,  etc.  It  has 
been  proven  to  have  a  greater  impact 
on  people’s  decision  making  process; 
when  you  spend  more  time  looking 
at  something,  touching  something, 
as  opposed  to  a  fleeting  image  on 
the  screen,  is  still  an  effective  part  of 
marketers  portfolio.  The  challenge  is 
how  to  track  response  rates  and  ROI. 
It’s  not  impossible  for  print  to  match 
online  in  that  regard,  but  it’s  a  bit 
trickier,  and  there  is  more  work  to  be 
done  to  give  advertisers  the  feedback 
they  need  to  improve  campaigns  based 
on  response  rates,  brand  awareness 
and  so  on.” 

And  color  is  a  big  part  of  the  strat¬ 
egy  that  newspapers,  in  particular, 
have  had  to  step  up  to  the  plate  with. 
Lewiecki  noted  that  it’s  not  enough 
to  simply  offer  color  in  today’s  news 
pages  -  the  colors  are  being  held 
to  a  higher  standard,  and  have  to 
-meet  the  expectations  of  advertis¬ 
ers  -  they  have  specific  brand  colors, 
and  newspapers  are  not  exempt  from 
reproducing  them  with  full  fidelity. 
“Newspapers  are  under  pressure 
from  other  types  of  media,”  he  said. 
“It  is  important  for  them  to  have 
accurate  renditions  of  all  the  ads, 
which  are  often  in  color.  To  stay 
relevant  and  compelling,  newspapers 
need  to  be  able  to  reproduce  com¬ 
plex  graphics  and  be  as  effective  as 
other  mediums.” 

And  that,  he  noted,  is  where  Adobe 
hopes  its  PDF  Print  Engine  will  con¬ 
tinue  to  bridge  the  gap,  making  it  far 
easier  for  eveiyone  in  the  process  to 
be  completely  engaged  and  aware  of 
exactly  what  the  final  pages  will  look 
like,  every  time,  no  matter  where  in 
the  world  they  are  printed.  ■ 


28  I  E&P  I  DECEMBER  2013 


editorandpublishercom 


PRINT 


SEPTEMBER  8-12,  2013 
MCCORMICK  PLACE  I  CHICAGO,  IL  USA 


PRINT  13  -  BREAKING 
RECORDS  ACROSS 
THE  BOARD 


his  past  September,  the  print  and  graphics 
industry  got  together  in  Chicago  for  Print  13.  The 
show  drew  double-digit  attendance  increases  over 
the  2012  Graph  Expo  event  with  24,695  attend¬ 
ing.  More  than  16,000  of  those  were  verified  buyers  looking 
to  learn  about  new  equipment  and  supplies  for  their  busi¬ 
nesses— up  22  percent  from  the  previous  year.  And  another 
indication  that  the  industry  is  on  the  upswing  again:  the 
number  of  high-level  executives  in  attendance  increased  15 
percent  this  year. 


But  attendance  records  don’t  paint  the  whole  picture. 
Exhibitors  from  around  the  industry  were  also  reporting 
record-breaking  numbers.  One  example  was  press  manu¬ 
facturer  KBA  North  America,  which  declared  this  one  of  its 
most  successful  shows  ever,  based  on  both  the  quantity  and 
quality  of  traffic  during  the  5-day  event. 

“This  has  been  an  excellent  show  for  KBA,”  said  Mark 
Hischar,  president  and  CEO,  KBA  North  America.  “Our 
associates  were  busy  introducing  and  explaining  to  our 
customers  and  prospects  why  KBA’s  industry-first  tech- 


PRINT  13 
INTERTECH 
AND  MUST  SEE 
<EM  WINNERS 

One  of  the  big  draws  of  Graph  Expo, 
and  the  larger  Print  shows  that 
occur  every  four  years,  are  the 
InterTech  Technology  Awards  and  the 
Must  See  ‘Ems  given  out  to  products 
and  technologies  that  show  organizers 
believe  every  attendee  should  take  note 
of.  Whether  you  were  able  to  attend  the 
show  or  not,  it's  worth  checking  out  this 
years  winners. 


2013 

INTERTECH- 
TECHNOLOGY 
AWAipS 


2013  INTERTECH 
TECHNOLOGY 
AWARD  WINNERS 


Aleyant  Systems  /  Pressero  with  eDocBuilder 
Aproove  SA  /  Aproove 

Arjowiggins  Creative  Papers  /  POWERCOAT  ■ 

CGS  Publishing  TechnolotiNes  Intemationai  /  ORIS  Lynx 
(iMG  /  GMG  OpenColor 

Heidelberg  USA  /  Heidelberg  Speedmaster  XL  VLF  Press  with 
Twin-Gripper  Delivery  and  Remote  Fan-Out  Control 

HP  /  HP  Indigo  10000  Digital  Press 
Eastman  Kodak  Company  /  KODAK  FLEXCEL  Direct  System 
MGI  Digital  Graphic  Technology  /  JETvamish  3D 
Scodix  Inc.  /  Scodix  Metallic”*  with  Scodix  SENSE” 

Sinapse  Print  Simulators  / 

DLMS:  Distributed  Learning  Management  System 
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nology  will  help  them  broaden  their  customer 
base,  move  into  new  markets,  and  increase  their 
efficiency  and  bottom  line.  We  were  honored  to 
have  our  KBA  Group  president  and  CEO  Claxis 
Bolza-Schiinemann  join  us  to  provide  an  inter¬ 
national  perspective  and  meet  one-on-one  with 
customers  and  prospects.  And  we  were  extremely 
pleased  to  welcome  Meredith-Webb  executives 
Kelly  and  Travers  Webb,  who  signed  a  contract 
to  install  their  third  KBA  press  in  three  years  at 
their  facility  in  Burlington,  NC.  We  expect  further 
announcements  in  the  coming  months  due  to  the 
success  derived  from  this  show.” 

Meredith-Webb  Printing  Co.  purchased  the 
newly-launched  KBA  Rapida  164  64-inch  six- 
color  10-unit  press  with  double  coaters,  UV  ca¬ 
pabilities  and  the  new  KBA  ErgoTronic  console. 

The  new  press,  its  third  from  KBA  in  three  years, 
will  be  delivered  to  Meredith-Webb’s  facility  in 
January  2014.  This  was  just  one  example  of  how 
printers  at  the  show  are  in  the  market  to  expand 
their  capacity  and  streamline  operations.  For  a 
print  industry  that  has  struggled  in  the  last  few 
years,  this  was  a  heartening  sign. 

But  it  wasn’t  just  the  equipment  manufaqtur- 
ers  who  had  much  better  than  expected  shows. 

Software  company  CGS  Publishing  Technolo¬ 
gies  International,  and  substrate  manufacturer 
GPA,  also  reported  massive  traffic  through  their 
booths  during  the  course  of  the  show.  GPA 
noted  it  was  record-breaking,  with  the  company 
seeing  a  high  volume  of  new  potential  customers 
along  with  quite  a  few  current  customers  coming 
to  see  what  they  had  on  display.  For  CGS,  which 
won  two  InterTech  Technology  Awards  and  a 
Must  See  ‘Em  this  year,  the  activity  surrounding 
their  booth  far  surpassed  exp>ectations. 

“The  excitement  was  palpable,”  said  Trevor 
Haworth,  CEO,  CGS,  in  a  statement.  “We  have 
received  industry  recognition  multiple  times  in  ■  D 

the  past,  but  this  year’s  show  was  a  record  for  us,  '  ' 
with  three  acknowledgements  of  our  commit¬ 
ment  to  innovation.” 

And  on  the  finishing  side  of  the  business,  which 
includes  eveiything  finm  cutting  to  binding,  one  ex¬ 
ample  of  success  came  fixjm  Rollem  International, 
which  sold  its  Delta  5  Die  Cutter  right  oft*  the  show 
floor,  to  MCM  Technologies  of  Providence,  R.I. 

There  was  no  segment  of  the  print  industry  that 
didn’t  show  signs  of  growth  at  the  show  this  year. 


SALES  AND  ORDER  ENTRY 

BEST  OF  CATEGORY 

Hybrid  Software  /  Hybrid  Software  Faceiift 
EFi/EFi  iOuote 

Konica  Minoita  Business  Solutions  U.S.A.  /  EngagelT  Automation 

PREPRESS  AND  PREMEDIA 

BEST  OF  CATEGORY 

Enfocus  /  Enfocus  Connect  ALL 
CGS /IC3D  Suite 

GMG  Americas  /  GMG  ProductionSulte  2.0 
Recosoft  Corporation  /  PDF2ID  Enterprise  2012 

COLOR  MANAGEMENT  AND  QUALITY  CONTROL 

BEST  OF  CATEGORY 

Masterwork  USA  Inc.  / 

MK420MINI  Full  Automatic  Sheet  Inspection  Machine 
EFI  /  EFI  Fiery  Color  Profiler  Suite  v4.5 
GTI  Graphic  Technology,  Inc.  /  Soft  View  Model  SOFV-IxiQ 
Xerox  Corporation  / 

Xerox  IntegratedPLUS  Automated  Color  Management 

VARIABLE,  TRANSACTIONAL  AND  MULTI-CHANNEL 

BEST  OF  CATEGORY 

Ricoh  /  Ricoh  Critical  Communications  Solutions  Suite 
Transformations  /  Uluro  uDeliver 
Transformations  /  Uluro  uSecure 
Xerox  Corporation  /  Xerox  FreeFlow  Digital  Publisher 
XMPIe,  Inc. /XMPie  Circle 

PRESSROOM -ANALOG  PRESSES 

BEST  OF  CATEGORY 

Mark  Andy  Inc.  /  Mark  Andy  Performance  Series  flexo  printing  presses 

ACTEGA  Kelstar  /  UltraSheen  UV-8820ST 

Air  Motion  Systems,  Inc.  and  AMS  UV  /  UV  LED  XP5  SERIES 

Goss  international  /  Magnum  Compact  Press  Autoplate  System 

PRESSROOM -DIGITAL  PRESSES 

BEST  OF  CATEGORY 

Allen  Datagraph  Systems,  Inc.  /  AXXIS  HS  Digital  Label  System 
Fujiflim  North  America  Corporation  /  Graphlum 
Konica  Minolta  and  Komori  Corporation  /  KM-1/IS29  Inkjet  Press 
Xante  Corporation  /  Impressia  Digital  Multi-Media  Press 
Xerox  Corporation  /  Impika  iPrint  Compact  24-24 
Xerox  Corporation  /  Xerox  iGen4  Diamond  Edition 
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BEST  OF  CATEGORY 

EFI  /  EFI  VUTEk  GS-TF  System  4200 
Canon  Solutions  America  /  Oc4  Arizona  660  XT 
Canon  Solutions  America  /  Oc4  ColorWave  900 
EFI /EFI  VUTEk  HSIOOPro 
Xante  Corporation  / 

Excelagraphix  4200  P  Series,  High  Speed  Wide  Format  Inkiet 


BEST  OF  CATEGORY 

MGI  Digital  Graphic  Technology  /  JETvamish  3D  TWin  w/IFoil 

Allen  Datagraph  Systems,  Inc.  / 

AXXIS  HS  Digital  Die-less  Label  Finishing  System 

C.P.  Bourg  Inc.  /  Bourg  BB3202  Perfect  Binder 

LasX  Industries,  Inc.  /  LaserSharp  On-Demand  Finishing  System 

MASTERWORK  USA  INC.  /  MK21060STE  Foil  Stamping  / 
Diecutting  Combination  with  Stripping 

Muiler  Martini  /  Presto  II  Digital  Saddle  Stitcher 


“Two  common  themes  seemed  to  be  repeated 
by  attendees  and  exhibitors  alike  at  the  show 
this  year,”  said  Ralph  Nappi,  president,  Graphic 
Arts  Show  Company.  “First,  a  sense  of  optimism 
existed  that  has  not  been  evidenced  in  our  indus¬ 
try  for  a  few  years;  the  second  was  the  surprising 
number  of  deals  that  were  inked  at  the  show.” 

And  these  were  just  a  few  of  hundreds  of 
examples  of  an  industry  seeing  a  revival  at  Print 
13.  Nearly  every  exhibitor,  across  every  product 
category  in  every  segment  of  print  and  graphics, 
came  away  feeling  positive  about  the  direction 
of  the  business,  and  optimistic  about  its  future. 
They  are  bringing  ideas,  products  and  genuine 
excitement  back  to  pressrooms  across  the  coun¬ 
try,  and  every  newspaper  will  see  the  benefits  as 
its  printer  partners  expand  and  innovate.  ■ 


BEST  OF  CATEGORY 

Printware  LLC  /  iJetPress  Digital  Inkjet  Printer  with  iJetCotor  Workflow 
Pitney  Bowes  /  Print*  Response  Inkjet  Module 
RISO,  Inc.  /  RISO  Inline  Print  to  Mail  Solution 
W*D  North  America  Inc.  /  W*D  234d  BP 


BEST  OF  CATEGORY 

EFI  /  EFI  Complete  Integrated  Workflow  for  InkJet  (Booth  2000X 

AvantI  /  Avanti  Slingshot 

EFI  /  EFI  Radius  Business  Intelligence  v5 

SpencerLab  Digital  Color  Laboratory  / 

SpencerMetrics  IDPA  PLUS  - ^ 

Ultimate  Technographics  Inc.  / 

Ultimate  Bindery  v.3 


DEEP  &  FAR  Attprneys-at-Larw 


BEST  OF  CATEGORY 

AccuZIP  Inc.  /  AccuTrace  with  LIViNGMAIL 

EFI  /  EFI  GlossControl 

EFI  /  EFI  SmartSIgn  Analytics 


13th  FI.,  27  Sec.  3,  Chung  San  N.  I 
Taipei  104,  Taiwan,  R.O.C, 

Tel:  886-2-25856688 
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NEWSPAPERS  RESTRUCTURE  AND  REFINE  ROLES  TO 


KEEP  UP  WITH  THE  FASFCHANGING  LANDSCAPE 


BY  GRETCHEN  A.  PECK 


It  used  to  be  that  one  could  look  at  an 
organizational  chart  for  a  newspaper 
and  find  roles  and  responsibilities 
neatly  divided  into  categories  that 
made  perfect  sense:  Editorial,  Advertising, 
Production,  Business.  And  the  people  who 
made  the  newspaper  miraculously  appear 
every  day  on  the  newsstand,  in  the  mailbox,  or 
the  front  porch?  They  had  easy-to-understand 
titles,  too,  like  reporter,  editor,  circulation 
manager,  publisher  and  ad  sales. 
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A  LOT  OF  THOSE  TITLES  STILL  EXIST  AND  REMAIN  VITAL 
TO  PRODUCING  A  NEWSPAPEK~BUT  THEORd^ZATIONAL  ] 
CHART  IS  BEGINNING  TO  MORPH,  FULLED^D 
STRETCHED  IN  NEW  DIRECTIONS  BYECONOMICS, 
CONSUMER  PREFERENCES,  TECHNOLOGY,  AND  A  TIMELY^ 
COLLISION  OF  NEW  MEDIA  AND  OLD  MEDIA,^ 


THEN  AND  NOW 

Though  sensational  at  times,  looking  at  mere  statistics  about 
jobs  being  shed  doesn’t  provide  a  complete  picture  about 
how  the  industry  and  its  news  organizations  are  evolving. 

Certainly  market  and  economic  pressures  have  been  to 
blame  for  a  fair  share  of  those  layoffs.  But  there’s  also  a  con¬ 
certed  effort  to  reinvent  traditional  roles  and  responsibilities. 

For  example,  producer  is  not  a  title  that  one  would  have 
heard  in  the  newsroom  10  to  15  years  ago,  but  today,  that’s 
someone  who  essentially  creates  a  package,  a  story,  what¬ 
ever  the  media,  said  Caroline  Little,  president  and  CEO  of 
the  Newspaper  Association  of  America  in  Arlington,  Va. 

“I  think  there’s  a  lot  more  of  those  kinds  of  positions  than 
there  were  in  the  past,”  she  said. 

A  decade  ago,  there  were  no  infographics  journalists, 
data  analytics  managers,  or  audience  development 
directors  to  be  found  at  a  paper.  There  were  people 
with  other  titles  who  had  some  overlapping  oversight, 
but  these  new-age  distinctions  are  more  reflective  of 
how  the  organizations  themselves  are  evolving  and  how 
publishers  are  prioritizing. 


LOOK  HERE 

Little  predicts  that  roles  within  the  news  agency  that  lever¬ 
age  skills  in  visual  graphics  will  be  of  much  greater  impor¬ 
tance  in  years  to  come:  “Your  space  isn’t  limited  online,  so 
you  have  the  ability  to  be  more  visual,  and  the  tools  to  make 
even  a  flat  map  come  alive,  so  to  speak,”  she  said. 

Meli.ssa  Nelson,  dire(rt;or  of  collective  bargaining  at  The 
Newspaper  Guild-Communications  Workers  of  America 
(TNG-CWA),  concurred  that  aesthetics  will  play  a  key  role 
for  newspapers  moving  forward:  “You  have  to  have  an  eye 
for  editing— not  just  with  words  but  with  design,  because 
newspapers  are  visual  and  so  are  websites, ...  and  you’ve  got 
one  shot  to  draw  someone  in.” 

Not  all  the  news  about  changing  job  descriptions  has  been 
optimistic.  Often,  the  staff  members  that  remain  behind 
post-layoffs  are  tasked  with  the  work  of  more  than  one  per¬ 
son,  even  in  some  cases  taking  on  responsibilities  outside 
their  discipline.  The  newspaper  industiy  may  learn  some 
lessons  from  its  magazine  colleagues  that  are  taking  some 
media  flack  for  muddying  job-description  waters. 

The  New  Republic  was  cited  in  Forbes  by  author  Jeff 
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“At  The  Atlanta  Journal 
Constitution,  we  eoopect 
our  multimedia  visual 
journalists  to  he  leaders  in 
breaking  news  coverage  and 
visual  engagement” 

MONICA  RICHARDSON 

MANAGING  EDITOR,  THE  ATLANTA  JOURNAL  CONSTITUTION 


Bercovici  for  turning  its  reporters  into  “Swiss  Army  knife 
journalists,”  even  expecting  them  to  actively  push  subscrip¬ 
tions.  Bercovici  noted  that  a  magazine  spokesperson  cited  a 
“team-building  exercise”  and  a  “contest”  as  the  impetus. 
After  shaking  up  its  senior  leadership  and  bringing  back 
a  familiar  face,  Norman  Pearlstine  of  Time  Inc.  left  a  lot  of 
publishing  folks  bewildered  by  dismantling  the  “Church- 
and-State”  delineation  between  Editorial  and  Business,  cit- 
j  ing  the  need  for  greater  cooperation  between  the  two  camps. 
Nelson  used  the  term  “backpack  journalism”  to  describe  a 
jack-of-all-trades  phenomenon  that’s  been  gainingTnomen- 
tum  for  more  than  a  decade. 

“Reporters,  photographers,  copyeditors  are  all  sort  of 
rolled  into  one,  under  the  heading  of  journalist,”  she  ex¬ 
plained.  “But  they  do  it  all.” 

In  November,  Kristen  Hare  of  the  Poynter  Institute 
reported  that  The  Atlanta  Journal  Constitution  (AJC)  was 
going  to  rebrand  its  photographers  as  “multimedia  visual 
journalists,”  following  some  layoffs.  At  first  glance,  that 
may  have  appeared  to  be  code  for  ‘"we’re  laying  off  staff, 
and  then  asking  the  ones  still  here  to  do  a  lot  more,”  but  that 
may  be  a  visceral  reaction  to  the  news.  Rather,  it  could  be 
that  not  only  do  publishers  expect  creative  personnel  like 
photographers  to  adapt  in  this  way,  but  newspaper  people 
are  anxious  to  take  a  bite  of  something  new. 

“This  transition  allows  us  to  focus  our  staff  [and]  visual 
resources  on  the  things  that  matter  most  to  all  of  the  print 
and  digital  platforms  of  the  A/C,  and  to  engage  our  audience 
through  social  media,  apps  and  other  products  that  may 
come  along,”  clarified  A/C  managing  editor  Monica  Rich¬ 
ardson.  “We  remain  committed  to  offering  our  readers  and 
users  deep,  compelling  content  in  the  formats  they  choose.” 
The  strategy  jibes  with  what  Richardson’s  industry  col¬ 
leagues  predicted— images,  graphics,  and  video  are  more 
important  than  ever. 

“At  The  Atlanta  Journal  Constitution,  we  expect  our  mul¬ 
timedia  visual  journalists  to  be  leaders  in  breaking  news 
coverage  and  visual  engagement,”  Richardson  added. 

“They  are  the  A/C’s  first  responders  to  breaking  news,  and 
are  able  to  skillfully  use  multimedia  tools— still  and  video 
cameras,  computer  software,  audio  recorders ...  and  mobile 
devices— to  create  compelling,  holistic  stories  with  visual 
impact  that  reaches  new  and  existing  audiences.” 

REPORTERS  AND  ROBOTS 

There  may  be  roles  that  have  changed  and  expanded,  but 
none  have  been  rendered  extinct. 

“There  seems  like  there  are  much  fewer  copyeditors  than 
there  used  to  be,”  noted  Little.  “And  that  may  be  as  a  result 
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FIIXDIIVG  COMMOM  GROUND: 

PUBLISHERS  CENTRALIZE  AND  SHARE  OPERATIONS 

- - 


Some  ot'thejohs  recently  "lost''  b\'the  U.S.  news¬ 
paper  indnstiy  lune  been  to  oft'sbore  alternati\  es 
to  local  and  in-hoiise  perscinnel.  .ludgnient  about 
w  bether  those  have  been  good  decisions  and 
in\  estincMits  warrants  its  own  timely  analysis  and  deep 
di\  e.  But  there's  no  question  that  outsourcing  has  changed 
the  labor-force  landscape,  and  ask  most  any  newspaper 
publisher  about  the  ideal  scenario  for  their  ]>ublications, 
and  they'll  likely  agree  that  keeping  jobs— and  keeping  jobs 
here.  State-side— is  ideal. 

Sexeral  publishers  have  been  working  with  their  local 
(niilds  to  crab  clever  reorgani/.ational  .strategies  to  stave 
off  further  knob's  and  outsourcing,  which  is  catching  the 
interest  of  other  publishers,  according  to  Melissa  Nelson, 
TNC'i-C\N'.A  director  of  collective  bargaining. 

"We  have  had  so  much  experience  with  copyediting  and 
design  jobs  going  [overseas],"  sbe  noted,  and  confided  that 
publishers  haven't  been  altogether  pleased  with  the  senices 
and  products  as  a  result,  citing  things  like  miscommunica- 
tion  about  ad  designs,  or  local  nuances  in  copy  and  graph¬ 
ics  that  are  .somehow  lost  in  the  creative  translation. 

Now  ,  the  offshore  ti'end  appears  to  be  reversing  itself,  a 
market  correction  of  sorts. 

Nelson  offered  The  McClatchy  Company's  "Bees"  as  an 
vxdmpk'— The  Sue  ra  men  to  Bee,  The  Modesto  Bee,  and 
The  Fresno  Bee.  all  represented  by  the  local  Pacific  Media 
Workers  (niild. 

"Working  with  the  Cniild,  they  reached  an  agreement  to 
move  people  into  a  production  center  that's  centrali/ed  in 
Sacramento,  w  here  they’ll  be  doing  all  the  design  functions, 
copy  editing.  The\Te  keeping  the  jobs  here;  they’re  keep¬ 
ing  it  local,"  Nelson  explained.  ".\nd  from  a  consolidation 
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perspective,  they're  going  to  save  organizational  capital, 
and  by  centralizing,  the\  'll  save  .some  money  on  real  e.state, 
too.  'I'hat's  tbe  expectation." 

Geography  and  proximity  are  important  to  this  equation, 
'file  key  is  to  balance  centralization  while  having  those 
centralized  professionals  still  be  in  touch  with,  a  part  of,  the 
communities  they  serve. 

This  was  important  in  Ohio,  where  two  unionized  Gate- 
hou.se  Media  papers  (7’//c  Canton  Repository/  and  'The  In¬ 
dependent)  reached  an  agreement  with  a  third  non-union 
local  paper,  2,')  miles  away,  to  share  a  universal  copy  desk 
based  in  Canton,  aceordingto  Rollie  I^reussi,  executive 
secretarx'.  Northeast  Ohio  Newspaper  Guild-CWA,  I.ocal  1. 

'i'he  three  papers  still  act  as  separate  entities.  This  is  not 
a  merger,  I'freussi  emphasized.  Rather,  it’s  more  of  a  c(>- 
op,  a  sharing  of  resources  and  a  sharing  of  the  co.sts.  l^’or 
example,  no  longer  did  a  single  community  event  require 
that  each  paper  hax'e  a  rejwrter  on  hand  to  co\er  it.  Now,  a 
single  reporter  could  be  assigned  to  the  stoiy,  with  each  of 
the  papers  liaxing  access  to  the  coverage. 

The  agreement  gives  the  publishers  a  lot  of  flexibility  in 
content,  -and  a  notable  cost  savings,  Dreussi  noted. 

Most  importantly,  he  added,  "We  saved  some  jobs. ...  I 
wouldn’t  say  that  there  weren’t  any  pitfalls,  becau.se  any 
time  you  negc)tiate  an  agTeement,  there’s  some  adjust¬ 
ments.  lint  1  think  eveiyone  is  really  happy  with  the  way  it 
worked  out.  And  we’re ‘happy  because  we  still  ha\e  people 
working  that  might  not  have  been  otbenvise." 

"Organizations  are  looking  at  tbe  success  rates  of  others 
that  have  done  it.  and  are  comparing  the  cost  of  centraliza¬ 
tion  and  consolidation  to  outsourcing  and  subcontracting,” 
'fNCTCWA’s  Nelson  remarked,  —Grete/uoi  A.  Peek 
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“There  seems  like  there  are 
much  fewer  copyeditors  than 
there  used  to  he  and  that  may 
be  as  a  residt  of  the  computer, 
as  opposed  to  the  Internet” 

CAROLINE  LITTLE 

PRESIDENT  AND  CEO,  NEWSPAPER  ASSOCIATION  OF  AMERICA 


!  of  the  computer,  as  opposed  to  the  Internet.”  It’s  true  that 
1  software  has  made  the  process  of  crafting  good  copy  a  lot 
I  easier  than  it  used  to  be— with  misspellings  and  grammati- 
I  cal  conflicts  highlighted  right  at  conception. 

I  There’s  growing  speculation  that  software  will  continue 
to  change  the  way  in  which  copy  is  not  just  delivered  but 
created  and  edited. 

,  Behind  the  scenes  at  the  Los  Angeles  Tiines,  database  gu¬ 
rus  have  been  working  with  editors  to  develop  algorithms 
to  automate  the  reporting  of  just-the-facts-'mam  tyjjes  of 
stories— such  as  crime  and  earthquake  news,  reported  Seth 
Fiegerman  in  an  October  2013  mashable.com  article,  “Man 
vs.  Algorithm:  When  Media  Companies  Need  a  Human 
Touch.”  Automating  not  just  the  delivery  but  the  actual 
creation  of  this  news  will  allow  newspapers  to  cover  more  " 
stories  with  fewer  resources  and  boots  on  the  ground. 

Reporters  and  editors  probably  need  not  fear  a  Termina- 
tor-esque  scenario.  There  will  be  no  en  masse  “rise  of  the 
machines”  to  take  what’s  left  of  their  jobs. 

“Reporting  still  needs  to  be  done.  Editing  still  needs  to 
be  done.  Pictures  still  need  to  be  taken,”  CWA’s  Melissa 
Nelson  assured. 

No  amount  of  crafty  coding  will  replace  good  judgment 
and  ingenuity;  it  still  takes  human  beings  to  make  news 
and  report  on  it. 

Little  noted  that  the  NAA  is  keenly  aware  that  publishers 
j  and  their  employees  need  serious  and  fast  help  with  profes- 
I  sional  development. 

I  “That’s  one  of  our  missions,  to  provide  best  practices  and 
training,”  Little  asserted.  That  veiy  day,  the  NAA  was  host¬ 
ing  a  webin^  on  native  advertising.  And  Little  confided 
that  the  NAA’s  recent  educational  partnership  with  the 
American  Press  Institute  to  host  the  Transformation  Tour 
was  well  received  by  its  attendees. 

“People  really  want  to  network  and  compare  notes  and 
talk  about  who’s  doing  what.  That’s  necessary  more  now 
than  ever  as  these  newsrooms  are  evolving,”  Little  said. 

The  CWA  is  also  committed  to  professional  development 
for  its  members,  and  hopes  that  publishers  see  the  value  of 
it,  too. 

.“If  [publishers]  have  an  expectation  that  our  members 
are  going  to  broaden  their  skill  set,  then  they  need  to  give 
them  the  training  to  do  so,  because  it  only  makes  for  a  bet¬ 
ter  product  and  a  better  work  force. ...  It’s  an  opportunity,” 
Nelson  said. 

COMMUNITY  ORGANIZING 

Social  media  is  also  influencing  the  way  newspapers  are 
staffed  and  modeled. 
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In  his  October  2013  digiday.com  article,  “Old  Meets 
New;  Newspapers  Take  to  Instagram,”  author  Josh  Stern¬ 
berg  observed  that  while  newspapers  “haven’t  flocked” 
to  the  photo  phenom  site  Instagram  (perhaps  because  it 
doesn’t  allow  for  any  redirection  back  to  the  publisher’s 
site  or  the  monetization  of  content,  he  ponders)  a  select 
group  of  papers  “that  do  real  journalism”  are  developing  a 
presence  there. 

Community  manager  was  one  of  seven  hot  media  jobs 
cited  by  Jasper  Jackson  in  a  June  2013  column  on  theme- 
diabriefing.com.  “This  isn’t  just  the  person  who  moderates 
comments  or  manages  a  Facebook  page-aJthough  that 
is  important  activity  given  the  minefield  they  represent,” 
Jackson  said.  “It’s  about  shaping  the  way  people  interact 
with  your  content  and  encouraging  your  audience  to  keep 
coming  back,  stay  longer,  and  do  more.” 

Product  managers,  digital  strategy  leaders,  digital  ad 
and  e-commerce  experts,  partnership  negotiators,  and  so- 
called  chief  listening  queers— charged  with  creating  two- 
way  dialogs  with  the  audience— will  also  be  in  demand, 
Jackson  predicts. 

FACT-FIKDIKG  MISSION 

Newspaper  folks  would  be  wise  to  keep  close  tabs  on 
what’s  happening  in  those  other  factions  of  publishing  and 
marketing,  where  the  word  “data”  is  coming  up  a  lot— in 
conversations,  in  strategy  meetings,  in  new  hires  like  chief 
data  officers  (CDOs).  In  KugasX,  Advertising  Age  magazine 
reported  that  Ogilvy  &  Mather  had  just  hired  Todd  Cull  for 
that  role  within  its  organization,  and  that  huge  marketers 
like  Citi,  Bank  of  America,  and  even  “innovative  munici¬ 
palities  like  Philadelphia”  have  CDOs,  too. 

Truth  be  told,  news  organizations  have  always  had 
personnel  responsible  for  gathering  and  analyzing 
statistical  information— people  in  marketing,  public 
relations,  circulation,  and  advertising,  CWA’s  Nelson 
pointed  out. 

“They  went  looking  for  the  impact  that  the  news  organiza¬ 
tion  was  having  on  the  community,  so  this  is  an  extension 
of  that,”  she  surmised. 

These  days,  the  news  business  isn’t  for  the  faint-of-heart 
or  those  who  may  be  averse-to-change.  There  are  great 
expectations  on  individuals  to  learn  new  things  and  be  in¬ 
stantly  great  at  them— and  for  richer  collaboration  among 
cross-functioning  teams. 

“If  I  were  to  start  a  newsroom  today,  what  are  the  skill 
sets  that  I  would  want?”  Little  pondered.  “I  think  you’d 
want  somebody  to  be  able  to  utilize  whatever  is  available, 
whether  it’s  photos  or  illustrations,  or  video  and  audio,  or 
print,  the  written  word,  and  be  able  to  [work  with]  stories 
using  all  of  that.”  ■ 


CAROLINE  LITTLE 


“7  think  you'd  want  somebody 
to  he  able  to  utilize  whatever  is 
available,  whether  it's  photos 
or  illustrations,  or  video  and 
audio,  or  print,  the  written 
word,  and  he  able  to  [work 
with]  stories  using  all  of  that." 
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Malicious  attacks  have  occurred  and 
will  continue  to  occur,  but  there  are 
ways  to  help  protect  your  website . 


*: 


BY  ROB,TORNOE 


n  an  otherwise  ordinan  Wednesday  afternoon 
in  August,  news  broke  that  Egyptian  security 
forces  raided  two  compounds  occupied  by  sup¬ 
porters  of  ousted  President  Mohamed  Morsi. 
Instead  of  seeing  updates  about  the  bloody  crackdown. 
Nexc  York  Time,'<  website  readers  were  greeted  with  a  . 
blank  white  screen  with  only  the  words  "Http '1.1  Senice 
Unavailable"  appearing. 

Urter  in  August,  the  Tious  w  ebsite  went  dowii  again,  this 
time  as  a  result  of  a  Distributed  Denial  of  Senice  (DDoS) 
attack  launched  b\'  the  Syrian  Electronic  Army  (SE.\).  a 
group  of  hackers  w  ho  support  embattled  President  Ba.sbir 
Assad.  Tbe  attack,  w  hich  crashed  the  Times  website  at 
about  3  p.m.  Eiastern  Standard  Time,  w  asn't  fully  fi.\ed 
until  the  next  morning. 

The  hacking  of  the  Times  w  eb  site  is  only  the  latest  in  a 
string  of  attacks  that  ha\  e  resulted  in  disrupted  operations 
of  the  Fimmeial  Times,  the  Washin'^on  Post  and  the  Las 
I  egos  San.  to  name  just  a  few . 
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As  media  organizations  continue  to 
grow  their  presence  online,  these 
attacks  underscore  the  vulnerability 
of  their  web  sites,  where  software, 
vendors,  users,  advertisers  and  layers 
upon  layers  of  complexity  are  often  in¬ 
tegrated  and  piled  upon  one  another, 
even  as  traffic  continues  to  grow. 

DDoS  attacks  are  one  of  the  largest 
threats  media  companies  face  online 
today.  Political  coverage,  a  corner¬ 
stone  of  most  journalistic  enterprises, 
can  easily  spur  strong  opinions  that 
lead  to  attacks  like  the  one  the  Times 
faced.  What  makes  these  attacks  so 
difficult  for  IT  departments  to  handle, 
especially  those  at  smaller  media 
companies  with  limited  budgets,  is 
anyone  can  utilize  a  DDoS  attack  for  a 
nominal  fee.  In  addition,  attackers  can 
easily  utilize  several  different  routes 
and  protocols  to  shut  down  a  website. 

In  the  Times  case,  the  hacker  group 
attacked  the  company’s  domain  name 
registrar,  Melbourne  IT,  and  gained 
log-in  details  to  their  system  through  a 
phishing  attack  of  a  sales  partner.  The 
group  changed  authoritative  Domain 
Name  System  (DNS)  servers  to  point 
to  Syrian  Electronic  Army  websites,  in 
effect  redirecting  Times’iraffic  to  their 
own  pages,  a  particularly  effective  type 
of  attack,  according  to  Cory  Von  Wal¬ 
lenstein,  the  Chief  Technology  Officer 
of  Dyn,  which  provides  DNS  services 
for  Twitter. 

(They)  take  the  approach  of 
'wait-until-something-goes- 
wrong'  before  kicking  into  gear... 

“What  makes  this  attack  so  danger¬ 
ous  is  what’s  called  the  TTL...  or  time 
to  live,”  said  Wallenstein.  “Changes 
of  this  nature  are  globally  cached  on 
recursive  DNS  servers  for  typically 
86,400  seconds,  or  a  full  day.  Unless 
operators  are  able  to  purge  caches, 
it  can  take  an  entire  day  (sometimes 
longer)  for  the  effects  to  be  reversed.” 


Ben  Fisher,  lead  consultant  at  Steady 
Demand  and  publisher  of  HostingNews.com 


If  DDoS  attacks  aren’t  enough  to  keep  the  IT  directors 
up  at  night,  software  vulnerability  is  another  leading  cause 
of  downtime  for  most  media  websites.  Regular  scanning 
of  all  systems  and  regularly  updating  software  has  led  to  a 
decrease  in  the  amount  of  vulnerabilities  uncovered  at  many 
websites,  according  to  a  report  by  WhiteHat  Security.  Ac¬ 
cording  to  Jeremiah  Grossman,  co-founder  and  Chief  Tech¬ 
nology  Officer  of  WhiteHat  Security,  many  media  companies 
are  still  playing  catch-up  when  it  comes  to  their  web  security. 

“This  collective  data  has  shown  that  many  organizations 
do  not  yet  consider  they  need  to  proactively  do  something 
about  software  security.  It  is  apparent  that  these  organiza¬ 
tions  take  the  approach  of ‘wait-until-something-goes- 
wrong’  before  kicking  into  gear,  unless  there  is  some  sense 
of  accountability,”  said  Grossman.  “Website  security  is 
an  ever-moving  target,  and  organizations  need  to  better 
understand  how  various  parts  of  the  software  development 
lifecycle  (SDLC)  affect  the  introduction  of  vulnerabilities, 
which  leave  the  door  open  to  breaches.” 

A  good  number  of  smaller  media  companies  rely  on 
content  management  systems  like  Drupal,  Joomla!  and 
Wordpress  to  power  their  websites.  While  they  make  web¬ 
site  development  and  maintenance  easy  and  inexpensive 
for  many  budget-conscious  media  companies,  all  can  be 
a  haven  for  hackers  looking  to  take  advantage  of  poorly- 
designed  plugins  and  code  vulnerability. 

“The  problem  comes  in  when  you  have  a  CMS  that  has 
plugins  that  are  developed  by  third  party  vendors,”  said  Ben 
Fisher,  the  lead  consultant  at  Steady  Demand  and  pub¬ 
lisher  ofHostingNews.com.  “Often  free  plugins  are  rarely 
updated  and  could  contain  holes  in  security  that  a  site 
owner  will  probably  not  take  the  time  to  investigate  and 
can  compromise  a  website  very  easily.” 

According  to  Kurt  Hagerman,  the  Director  of  Information 
Security  for  FireHost,  application  layer  threats  are  the  most 
prevalent  path  to  a  site-wide  shutdown  and  continue  to  be 
on  the  rise.  “Since  media  companies  depend  so  heavily  on 
the  Internet  to  get  their  content  out,  application  vulner¬ 
abilities  represent  the  greatest  threat,”  Hagerman  says. 

Web  security  also  isn’t  limited  to  lines  of  code.  According 
to  Brett  Haines,  the  Director  of  Operations  for  Atlantic.Net, 
physical  security  of  data  and  web  services  is  just  as  impor¬ 
tant  as  web  security.  “For  most,  physical  security  is  easy  to 


Kurt  Hagerman, 
FireHost 
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conceptualize  as  you  can  see  it  but  it  is 
a  concern  that  must  not  be  forgotten,” 
said  Haines.  “Cameras,  access  log¬ 
ging,  biometric  access,  locked  cabinets 
or  cages,  and  conduit  for  aU  exposed 
wiring  are  just  a  few  steps  to  physically 
secure  your  data.  “ 

WAYS  TO  PROTECT 
YOUR  ORGANIZATION 

For  media  companies  large  and 
small,  it  all  starts  with  risk  assess- 
•  ment,  where  individual  threats  and 
risks  are  considered  alongside  the 
steps  (and  costs)  needed  to  mitigate 
those  risks.  The  Roanoke  Times 
might  not  have  the  same  level  of 
external  threats  as  the  Washington 
Post,  but  both  should  have  a  detailed 
plan  that  takes  into  account  both  the 
required  internal  infrastructure  and 
which  elements  of  web  management 


are  best  outsourced  to  determine  the  best  course  of  action 
for  risk  tolerance  and  budget. 

“There  is  no  magic  bullet  or  formula  for  allocating  budget 
in  percentages  to  the  various  categories;  this  is  unique  to 
each  organization,”  says  Hagerman. 

According  to  Haines,  every  media  company  should  not 
only  have  a  robust  backup  solution  in  place  for  restoration 
of  services,  employees  should  be  fully  trained  and  updated 
on  these  procedures  in  the  event  of  a  shutdown.  “It  is  com¬ 
mon  to  have  data  and  physical  hardware  backups  for  most 
companies,”  Haines  said.  “However,  some  fail  to  plan  for 
employee  turnover  in  key  iX)sitions,  or  even  allow  that  key 
employee  forget  how  to  restore  the  services  properly,  as  the 
last  restore  exercise  was  a  year  or  more  ago.” 

In  terms  of  potential  application  vulnerabilities,  Hager¬ 
man  notes  there  are  three  primary  controls  that  media 
companies  can  put  in  place  to  help  mitigate  their  risk.  First, 
developers  should  be  educated  on  secure  coding  practice 
and  media  companies  should  include  processes  that  ensure 
these  practices  are  followed.  Second,  application  vulner¬ 
ability  testing  should  be  performed  on  code  throughout 
the  development  process,  especially  on  code  before  it’s 


Meet  your 
worst  nightmare 


C...yeS;  it's  a  young  news  consumer!) 


Meet  Emma,  20  years  old,  has  two  jobs  beside  her  studies, 
is  always  Connected:  qiways  updated,  buys  lots  of  music, 
movies  and  apps  -  but  has  never  paid  for  news! 


The  CCI  Digital  Solution: 

Reach  the  new  consumers  faster  and  expand  your 
mobile  business  without  adding  more  resources. 
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released  into  production.  And  lastly, 
every  media  company,  large  and  small, 
should  actively  manage  a  web  applica¬ 
tion  firewall  to  filter  all  public  traffic  to 
provide  additional  protection  against 
application  vulnerabilities. 

Media  companies  should  also 
consider  running  at  least  two  sites  in 
different  locations  in  a  fully  redun¬ 
dant  configuration,  that  way  an 
outage  at  one  location  won’t  lead  to  a 
site-wide  collapse. 

“A  secure,  high  performance  infra-r 
structure  is  a  good  high  level  goal,” 
suggests  Hagerman,  who  notes  that 
solid  p>erimeter  security,  including  at 
least  strong  network  and  application 
level  firewalls,  is  a  must.  “An  infra¬ 
structure  that  supp)orts  scalability  is 
also  important  and  can  help  control 
and  keep  costs  as  low  as  possible  while 
providing  the  performance  needed  to 
support  the  business.” 

WhiteHat  Security  notes  that  se¬ 
curity  training  for  programmers  can 
have  a  veiy  positive  effect  on  the  over¬ 
all  security  of  a  media  organization’s 
website.  According  to  their  report, 
the  organizations  that  provide  some 
amount  of  instructor-led  or  computer 
based  software  security  training  for 
their  programmers  experience  40  per¬ 
cent  fewer  security  vulnerabilities  and 
resolved  them  59  percent  faster. 

WHAT  TO  DO  IF  AND 
WHEN  YOUR  SITE 
COES  DOWN 

When  the  New  York  Times  went  down, 
the  news  cycle  didn’t  go  down  with 
it.  In  the  midst  of  an  afternoon  and 
evening-long  shutdown,  the  Times 
began  posting  “key  news  articles” 
on  their  popular  Facebook  page  in 
full,  marking  the  first  time  one  of  the 
newspaper’s  articles  debuted  any¬ 
where  but  their  own  properties. 

Throughout  the  afternoon,  the  Times 
posted  articles  like  “Egypt  Declares 
State  of  Emergency  as  Scores  Are 
Killed  in  Crackdown”,  “Ahead  of  Israe- 
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Left:  When  the  New  York  Times  website  was  hacked  for  the  first  time 
during  the  month  of  August,  website  readers  were  greeted  with  this 
screen.  Right:  In  late  August,  the  New  York  Times  website  went  down 
as  a  result  of  a  Distributed  Denial  of  Service  (DDoS)  attack  launched 
by  the  Syrian  Electronic  Army  (SEA). 


li-Palestinian  Peace  Talks,  Rocket  Fire  and  Air  Strikes”  and 
“Rep.  Jesse  Jackson  Jr.  Sentenced  to  2.5  Years”  directly  to 
their  Facebook  page  (they’re  still  up  at  Facebook.com/ny- 
times/notes  if  you  want  to  take  a  look)  and  used  their  other 
social  media  properties,  including  their  9-plus  millions  on 
Twitter,  to  direct  traffic  to  their  Facebook  page. 

Another  alternative  is  to  have  a  separate,  backup  web 
site  ready  to  go  in  the  event  of  a  crash.  In  the  Times  case, 
the  August  28  attack  didn’t  affect  nytco.com,  normally 
devoted  to  presenting  the  “who  we  are”  and  “what  we  do” 
of  the  Times’  organization.  So,  editors  made  the  decision 
to  post  content  there  until  the  system  attack  was  resolved. 

“We  decided  to  publish  yesterday  on  nytco.com  because 
it  was  available  to  us  and  not  impacted  by  the  attack  and 
had  the  benefit  of  being  an  already  established  and  clearly 
recognizable  domain  associated  with  the  Times”  Times 
spokesjjerson  Eileen  Murphy  told  Poynter.  “It  offered  a 
good  alternate  publishing  platform.” 

Fisher  suggests  that  when  IT  directors  and  editors  develop 
their  backup  editorial  plans  in  the  event  of  a  site  failure, 
one  social  network  should  be  in  the  forefront  of  their 
plans— (jloogle+. 

Because  of  the  site’s  lack  of  direct  traffic,  (jk)Ogle+  is  often 
lost  in  the  battle  for  editorial  attention  to  social  network¬ 
ing  sites  such  as  Facebook  and  Twitter  that  provide  a 
more  robust  stream  of  traffic.  There  are  many  benefits  to 
using  it  as  your  direct  posting  source  of  news  and  infor¬ 
mation  in  the  event  of  a  site  meltdown,  including  a  very 
important  factor  for  media  companies  -  Search  Engine 
Optimization,  or  SEO. 

“It’s  important  to  remember  that  everything  that  hap¬ 
pens  in  (joogle+  also  happens  all  across  (Joogle,”  notes 
Fisher.  “So  if  you’re  posting  a  news  story  directly  to 
(joogle+,  it  will  become  available  to  users  in  a  (jJoogle 
search  wdthin  seven  seconds.” 

Fisher  says  a  smart  strategy  to  consider  as  a  backup  plan 
would  be  to  post  important  content  directly  onto  the  media 
organization’s  (]roogle+  page  during  an  outage,  and  limit 
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the  use  of  other  social  networks,  like  , 
Facebook  and  Twitter,  to  drive  traffic 
and  readers  there. 

Another  benefit  of  posting  content  on 
Google+  is  when  your  site  does  come 
back  online,  you  can  take  that  same 
content,  re-post  it  on  your  own  do¬ 
main  and  Google  will  redirect  search 
traffic  to  your  original  domain  and 
not  punish  you  SEO-wise  due  to  the 
duplicate  posting. 

“Most  people  don’t  know  the  benefits 
'Google+  has  to  offer  news  organiza¬ 
tions”  said  Fisher.  “Google  may  be 
gaming  the  system,  but  it  enables 
you  to  keep  your  readers  engaged 
while  your  site  is  down,  and  once  it’s 
live  again,  you  have  a  direct  link  to 
the  story  on  your  Web  site  already  in 
Google  search.” 

In  addition  to  finding  the  proper 
venue  to  keep  important  reporting 


operations  from  ceasing  during  a  shutdown,  it  is  equally 
important  to  keep  everyone  updated  on  the  progress  of 
repairing  the  shutdown. 

“One  of  the  largest  complaints  received  when  downtime 
occurs  is  if  a  client  is  in  the  dark  about  what  is  going  on,” 
says  Haines  “The  population  is  becoming  more  and  more 
aware  that  computer  systems  fail  and  that  services  will  go 
offline.  Most  will  be  angry  about  the  service  being  offline 
but  when  they  are  informed  as  to  what  is  or  had  occurred, 
most  will  apply  some  understanding  to  the  issue.” 

The  key  is  to  have  a  plan  ready  to  go  and  editors  trained 
to  implement  it  if  your  web  site  happens  to  crash.  In  the 
Times  case,  the  crash  happened  without  the  Times’Weh 
server  itself  being  hacked  itself,  so  any  media  organization 
could  be  vulnerable  at  any  given  moment. 

“There  is  no  “set  it  and  forget  it”  systems  when  it  comes  to 
IT,”  said  Haines.  “It  is  a  must  to  continually  work  towards 
improving  your  systems  while  maintaining  them.”  ■ 

[Rob  Tomoe  is  a  cartoonist  and  reporter for  Editor  & 
Publisher,  and  can  he  reached  at  robtomoe@,gmail.com. 
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COMMUNITY  NEWSPAPER  HOLDINGS,  INC. 
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HONORING  THE  BEST 

MEDIA 

WEBSITES 


E^P  announced  the  winners  of  its  18th  annual  EPPY  Awards  on  Oct.  30 
at  editorandpublisher.com. 

The  international  contest  honors  the  best  media-affiliated  websites 
across  30  categories,  including  excellence  in  college  and  university 
journalism.  Each  category  was  separated  into  two  divisions:  websites 
that  receive  less  than  1  million  unique  monthly  visitors  and  websites  that 
receive  1  million  or  more  unique  monthly  visitors. 

Sincere  thanks  go  out  to  oiu’ judges.  This  year’s  judges  included  leaders 
spanning  all  media  categories,  including  website  design,  marketing  and 
advertising,  editorial,  technology,  education,  and  management. 

Congratulations  to  our  2013  EPPY  winners. 
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The  KPCC  Southern  California  Public  Radio— 89.3  KPCC  team  won  six  EPPYs  including 
best  news  website  with  less  than  1  million  unique  monthly  visitors.  Back  row,  from  left 
to  right:  Mae  Ryan,  visual  journalist;  Patrick  Lee,  managing  editor,  digitaL  Brian  Frank, 
digital  producer;  Evelyn  Larrubia  education  editor;  Alex  Schaffert,  director,  digital  media; 
Lisa  Brenner,  mobile  content  producer;  Tony  Limon,  digital  revenuestrategist;  Kim  Bui, 
digital  producer;  Kristen  Lepore,  social  media  producer;  Monica  Luhar,  digital  editorial 
intern;  Deepa  Fernandes,  correspondent  early  childhood  development  Front  row, 
from  left  to  right;  Grant  Slater,  visual  journalist  Maya  Sugarman,  visual  journalist  Chris 
Keller,  data  journalist  (on  the  screen)  )on  White,  front-end  developet  Scan  Dillingham, 
manager,  UK  design  and  development  Eric  Zassenhaus,  assistant  managing  editor, 
digital;  lason  Georges,  senior  producer,  digitaL 
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BEST  NEWS  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

V.NET  Nt  V.  . 
news. cnel.com 

BEST  NEWS  WEBSITE  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 

;;PrC  Southern  California 

Public  Radio 

kpcc.org 

BEST  DAILY  NEWSPAPER  WEBSITE 
WITH  1  MILLION  UNIQUE  MONTHLY 
VISITORS  ANDOVER 

"  Bi'Sti  'i  Clc!' 
bostonglobe.com 
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BEST  DAILY  NEWSPAPER  WEBSITE 
WITH  UNDER  1  MILLIDN  UNIQUE 
MDNTHLY  VISITORS 

Lawrence  Journal-World 
ljworld.com 

BEST  WEEKLY  OR  NON-DAILY 
NEWSPAPER  WEBSITE  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 

The  Santa  Barbara  Independent 
independent.com 

BEST  BUSINESS/FINANCE  WEBSITE 
WITH  1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

CNNMoney 


jli^- 


Httt  J 

Thr*  LlWorM  rorri  utdff,  //innpr  of  bo'.t  ddily  nfW'ipnpcr  wob'^iTe 
with  lov>  thdn  1  rniKioh  monthly  yisitor'>.  phoiq  hv  ijif  k  Kf-*Ufj 


%  J,  ^  -  \v  ±  'S  i  ■  ^'L 


'■)  '  ly  P'i 


!\ 


■  1% 

^  I 

■  .¥'  ..r 

t  / 

Stdff  members  of  tht'  5n/ifn  Barbara  Independent,  winner 
of  bf'St  wonldy  or  non-daily  newspaper  website  with  less 
than  1  million  monthly  visitors.  PHOtO  BY  r/:  FP  HAYDEN 
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BEST  BUSINESS/FINANCE  WEBSITE 
WITH  UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

Crain's  Chicago  Business 
chicagobusiness.com 

BEST  SPORTS  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

tSPN.com 

BEST  SPORTS  WEBSITE  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 

Deseret  News  Sports 
deseretnews.com/sports 

BEST  SPANISH-LANGUAGE  NEWSPAPER 
WEBSITE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

LANACION  (Argentina) 

lanacion.com 


BEST  SPANISH-LANGUAGE  NEWSPAPER 
WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

Viva  Colorado  -  The  Denver  Post  •'* 
vivacolorado.com 

BEST  INVESTIGATIVE/ENTERPRISE 
FEATURE  ON  A  WEBSITE  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

FinancialTimes 

ig.ft.com/austerity-audit/ 

BEST  INVESTIGATIVE/ENTERPRISE 
FEATURE  ON  A  WEBSITE  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 

DNAinfo.com 

“Murder  in  Chicago:  The  Human  Toll" 


(TIE)  BEST  NEWS  OR  EVENT  FEATURE 
ON  A  WEBSITE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

'  .’sga-  iun 
Grace  Through  Grief 
The  Boston  Globe 
Digital  coverage  of  the 
Boston  Marathon  bombing 


The  Las  Vegas  Sun  contributing  staff  members  for  'Grace  Through  Grief"  won  for  best  news  or  event  feature  on  a  website  with  more  than  1  million  unique 
monthly  visitors.  Front  row  from  left  to  right:  Donn  lersey,  digital  publisher;  Ric  Anderson,  managing  editor;  Ellen  Wager,  deputy  managing  editor/news; 
lackie  Valley,  writer;  Leila  Navidi,  photographer/videographer;  Elizabeth  Brown,  designer;  Megan  Capinegro,  graphic  designer;  Brian  Greenspun,  publisher 
and  editor.  Back  row  from  left  to  right:  Kyle  Hansen,  digital  projects  editor;  Mo  Conley,  digital  developer;  Tom  Gorman,  editor;  Tim  Thiele,  digital  developer. 


The  Son  Jose  Mercury  Wews/Bay  Arpa  News  Group 
won  best  commun»ty  service  on  a  media-affiliated 
website  with  mor^  than  1  million  unique  monthly 
visitors  for  their  project  'Cost  of  Dying. "  The  story 
was  by  Lisa  M  Krieger  with  photos  by  Dai  Sugano. 


BEST  NEWS  OR  EVENT  FEATURE  ON 
A  WEBSITE  WITH  UNOER  1  MILLION 
UNIQUE  MONTHLY  VISITOrtS 

Southern  California  Public  Radio 
KPCC's  Bilingual  Learning 

BEST  COMMUNITY  SERVICE  ON  A 
MEOIA-AFFILIATEO  WEBSITE  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  ANO  OVER 

Son  Jose  Mercury  News/ 

Bay  Area  News  Group 
Cost  of  Dying 


BEST  COMMUNITY  SERVICE  ON  A  MEOIA- 
AFFILIATEO  WEBSITE  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 
Southern  California  Public  Radio 
KPCC's  Fire  Tracker 


BEST  USE  OF  SOCIAL  MEDIA  FOR  NEWS 
SERVICES  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

Castropost,  Postmedia  Network 


BEST  USE  OF  SOCIAL  MEDIA  FOR  NEWS 
SERVICES  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

Temple  University  Dept, 
of  Journalism 
TU  South  Africa 

(TIE)  BEST  CROWD  SOURCING/CITIZEN 
JOURNALISM  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  ANDOVER 

CNN 

The  3rd  Annual  CNN  iReport  Awards 
The  Boston  Globe 
Crowd  Sourcing  the 
Boston  Marathon  Bombings 


BEST  MOBILE  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

Financial  Times 


BEST  MOBILE  WEBSITE  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 

Southern  California  Public  Radio 
kpcc.org 


BEST  MOBILE  APPLICATION  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  ANDOVER 

Associated  Press 
getapmobile.com 


BEST  MOBILE  APPLICATION  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 

Thomson  Reuters 
reuters.com/widerimage 


BEST  NEWS  VIDEO  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

The  Boston  Globe 
The  Bone  Collector 
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OUR  2013  EPPY  AWARD  WINNERS 


BUSINESS/FINANCE  WEBSITE 

WITH  1  MILLION  UNIQUE  MONTHLY  VISITORS  and  OVER 

CNNMONEY:  THE  MONEY  NEWS  THAT  MATTERS  MOST 


CROWD  SOURCING/CITIZEN  JOURNALISM 

WITH  1  MILLION  UNIQUE  MONTHLY  VISITORS  and  OVER 

THE  3RD  ANNUAL  CNN  REPORT  AWARDS 


ENTERTAINMENT  BLOG 

WITH  1  MILLION  UNIQUE  MONTHLY  VISITORS  and  OVER 

THE  MARQUEE 


BEST  COMMUNITY  SERVICE  ON  A  MEDIA- 
AFFILIATED  WEBSITE  WITH  UNDER 
1  MILLION  UNIOUE  MONTHLY  VISITORS 


The  CNN  iRepori  team,  winner 
of  crowd  sourcing/citizen 
journalism  with  more  than  1 
million  monthly  visitors. 


The  San  Jose  Mercury  News/Bay  Area  News  Group 
won  best  community  service  on  a  media-affiliated 
website  with  more  than  1  million  unique  monthly 
visitors  for  their  project  "Cost  of  Dying."  The  story 
was  by  lisa  M.  Krieger  with  photos  by  Dai  Sugano. 


KPCC's  Fire  Tracker 


BEST  USE  OF  SOCIAL  MEDIA  FOR  NEWS 
SERVICES  WITH  1  MILLION  UNIOUE 
MONTHLY  VISITORS  ANDOVER 


BEST  USE  OF  SOCIAL  MEDIA  FOR  NEWS 
SERVICES  WITH  UNDER  1  MILLION 
UNIOUE  MONTHLY  VISITORS 


TU  South  Africa 


The  3rd  Annual  CNN  iReport  Awards 


Crowd  Sourcing  the 
Boston  Marathon  Bombings 


BEST  MOBILE  WEBSITE  WITH  1  MILLION 
UNIOUE  MONTHLY  VISITORS  ANDOVER 


BEST  MOBILE  WEBSITE  WITH  UNDER 
1  MILLION  UNIOUE  MONTHLY  VISITORS 


BEST  NEWS  OR  EVENT  FEATURE  ON 
A  WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


KPCC's  Bilingual  Learning 


BEST  COMMUNITY  SERVICE  ON  A 
MEDIA-AFFILIATED  WEBSITE  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 


getapmobile.com 


BEST  MOBILE  APPLICATION  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 


!  'ifjmscn  ;euiers 

reuters.com/widerimage 


BEST  NEWS  VIDEO  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

Goston  Globe 
The  Bone  Collector 
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PROUDLY  SALUTES 

OUR  2013  EPPY  AWARD  WINNERS 


BUSINESS/FINANCE  WEBSITE 

WITH  1  MILLION  UNIQUE  MONTHLY  VISITORS  and  OVER 

CNNMONEY:  THE  MONEY  NEWS  THAT  MATTERS  MOST 


CROWD  SOURCING/CITIZEN  JOURNALISM 

WITH  1  MILLION  UNIQUE  MONTHLY  VISITORS  and  OVER 

THE  SRD  ANNUAL  CNN  REPORT  AWARDS 

BEST 

ENTERTAINMENT  BLOG 

WITH  1  MILLION  UNIQUE  MONTHLY  VISITORS  and  OVER 

THE  MARQUEE 
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The  Den\/er  Post V/on  th^  EPPY  award  for  best  • 
enterprise/investigative  video  with  more.rhan 
1  mUiion  unique  rnonthly  visitors  for  "Heroin  in 
Denver. ’■  Staff  members  who  workep  on  the  project 
included ^rom  left  to  right)  Tim  Rasmussen,  Mahala 
Gaylord,  ^ghan  Lyden  and  Joe  Amon. 

PHOTO  BY  CYRUS  Mf.CRlMMON/  THf  DfwW/?  POST 


BEST  NEWS  VIDEO  WITH  UNDER 


1  MILLION  UNIQUE  MONTHLY  VISITORS 


The  Edmonton  Journal 


Capital  Ex  Rides  and  Fun 


(TIE)  BEST  SPORTS  VIDEO  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  ANDOVER 

ESPN.com 
Compton  Cricket  Club 
ESPN  Films 
The  Irrelevant  Giant 

BEST  SPORTS  VIDEO  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 

Naples  Daily  News 

Building  Dunk  City:  The  Rise  of  the  Eagles 


BEST  ENTERPRISE/INVESTIGATIVE 


VIDEO  WITH  1  MILLION  UNIQUE 


MONTHLY  VISITORS  ANDOVER 


The  Denver  Post 


Heroin  In  Denver 

BEST  WEBCAST  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

ESPN.com 
Grantland  Live 

BEST  WEBCAST  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

The  Day  Publishing  Company 
Saturday  Morning  Showdown 
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The  Denver  Post  -  HEROIN  IN  DENVER 


The  Denver  Post 
REVERB 


The  Denver  Post 


VIVA  COLORADO 


The  Denver  Po 
COLORADO  Ti 


San  Jose  Mercury  News  -  SILICONBEAT.COM 


San  Jose  Mercury  News  -  COST  OF  DYING 


SIX 

EPPYS 


\  T>ie  Denver  Post 

I  San  Jose  illemir^Netvs 
I  IBayAreaNewsGroup 


M  E  D  A 


www.DigitalFirstMedia.com 


BEST  SPANISH-LANGUAGE 
NEWSPAPER - 

VIVA  COLORADO 

BEST  ENTERTAINMENT  BLOG  - 

REVERB 

BEST  FOOD  WEBSITE - 

COLORADO  TABLE 


I 

«  SAN  JOSE  MERCURY  NEWS 


BEST  BUSINESS  BLOG - 

SILICONBEAT.COM 

THE  DENVER  POST 


BEST  ENTERPRISE/ 
INVESTIGATIVE  VIDEO - 

HEROIN  IN  DENVER 


BEST  COMMUNITY  SERVICE 
ON  A  MEDIA-AFFILIATED 
WEBSITE -COST OF  DYING 


The  Denver  Post  won  the  EPPY  award  for  best 
enterprise/investigative  video  with  more  than 
1  million  unique  monthly  visitors  for  "Heroin  in 
Denver."  Staff  members  who  worked  on  the  project 
included  (from  left  to  Tight)  Tim  Rasmussen.  Mahata 
Gaylord,  Meghan  Lyden  and  Joe  Amon. 

PHOTO  BY  CYRUS  MCCRIMMON/  THE  DENVER  POST 


BEST  NEWS  VIDEO  WITH  UNDER 


1  MILLION  UNIQUE  MONTHLY  VISITORS 


Capital  Ex  Rides  and  Fun 


BEST  ENTERPRISE/INVESTIGATIVE 


VIDEO  WITH  1  MILLION  UNIQUE 


MONTHLY  VISITQRS  AND  QVER 


Heroin  In  Denver 


(TIE)  BEST  SPORTS  VIDEO  WITH 

1  MILLION  UNIQUE  MONTHLY  BEST  WEBCAST  WITH  1  MILLION 


VISITORS  AND  OVER  UNIQUE  MONTHLY  VISITORS  AND  OVER 


Compton  Cricket  Club 


The  Irrelevant  Giant 


BEST  SPORTS  VIDEO  WITH  UNDER 
(MILLION  UNIQUE  MONTHLY  VISITORS 

Naplr=^  Dail^  Nev 


Building  Dunk  City:  The  Rise  of  the  Eagles 


Grantland  Live 


BEST  WEBCAST  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

The  Day  Publishing  (  n--  -  ny 

Saturday  Morning  Show/down 
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EPPYS 


SAN  JOSE  MERCURY  NEWS 

BEST  COMMUNITY  SERVICE 
ONAMEDIAAEEILIATED 
WEBSITE  COST  OF  DYING 


The  Denver  Post  -  HEROIN  IN  DENVER 


BEST  BUSINESS  BLOG - 

SILICONBEAT.COM 


THE  DENVER  POST 

BEST  ENTERPRISE/ 
INVESTIGATIVEVIDEO- 

HEROIN  IN  DENVER 

BESTSPANISH-LANGUAGE 
NEWSPAPER - 

VIVA  COLORADO 

I 

BEST  ENTERTAINMENT  BLOG - 

I  REVERB 

BEST  EOOD  WEBSITE - 

COLORADO  TABLE 


The  Denver  Pose 


San  JosciWcrcuriji  Ncius 
I  3BayAreaNewsGroup 


J 


7 


MARTINEZ 


^  UV  '.lllfH 

-'‘M  i^arla 

,  MRI  ITA 

^  I,  2U0I 

T  'ft' n 


The  Globalnevvs.ca  development  and  editorial  ^laff,  winner  of  the  best 
overall  websiie'design  with  more  than  1  million  unique  monthly  visitors. 


BEST  USE  OF  PHOTOGRAPHY  ON  A 
WEBSITE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  ANDOVER 

Las  Vegas  Sun 
Grace  Through  Grief 


BEST  USE  OF  PHOTOGRAPHY  ON  A 
WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

Southern  California  Public  Radio 
KPCC’s  AudioVision 


BEST  HOME  PAGE  WITH  1  MILLION 
UNIQUE  MQNTHLYVISITQRS  ANDOVER 

The  Globe  and  Mail 
globeandmail.com 


BEST  HOMEPAGE  WITH  UNDER 
1  MILLION  UNIQUE  MQNTHLYVISITQRS 

UBM  DeusM 
UBM's  Future  Cities 


BEST  OVERALL  WEBSITE  DESIGN 
WITH  1  MILLION  UNIQUE  MONTHLY 
VISITORS  ANDOVER 

Global  News/Shaw  Media 


BEST  OVERALL  WEBSITE  DESIGN 
WITH  UNDER  1  MILLIDN  UNIQUE 
MQNTHLYVISITQRS 

Southern  California  Public  Radio 
AudioVision  Design 


BEST  REDESIGN/RELAUNCH  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  ANDOVER 

TODAY.com 
NBC  News  Digital 


BEST  REDESIGN/RELAUNCH  WITH 
UNDER  1  MILLIDN  UNIQUE 
MQNTHLYVISITQRS 

Las  Vegas  Weekly 
LasVegasWeekly.com 


BEST  FQOD  WEBSITE  WITH  1  MILLIQN 
UNIQUE  MQNTHLY  VISITORS  AND  OVER 

American  Hometown  Media 
]ust  A  Pinch  Recipes 
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g  THE  CUNY  GRADUATE  SCHOOL  OF  JOURNALISM 

■ 

CONGRATULATES' 

THE  STAFF  OF  ITS 


NYCltY JEWS  SERVICE 


The  Las  Vegas  Sun's  "Grace  ThrougVi  Grief"  project 
won  the  EPPY  for  best  use  of  photography  on  a 
website  with  more  than  1  million  unique  monthly 
visitors.  Above:  Arturo  Mariinez-Sanchez  gathers 
his  composure  and  wipes  away  tears  with  his  son 
Cristopher,  9,  in  his  office  before  a  press  conference 
at  his  gym.  Real  KO  Boxing  Club,  in  North  Las 
Vegas  July  12,  2012.  Martinez-Sanchez's  wife  and 
10-year-old  daughter  were  beaten  to  death  in 
their  home  in  April  2012,  and  Martinez-Sanchez 
was  hospitalized  with  severe  head  injuries  from 
the  attack.  Left:  Arturo  Martinez-Sanchez  touches 
the  headstone  for  his  wife,  Yadira  Martinez,  and 
his  daughter,  Karla  Martinez,  on  Tuesday,  April  16. 
2013  at  Woodlawn  Cemetery  in  Las  Vegas. 

PHOTOS  BY  LEILA  NAVIDI/MS  VECASSUN 
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The  Globalnews.ca  development  and  editorial  staff,  winner  of  the  best 
overall  website  design  with  more  than  1  million  unique  monthly  visitors. 


BEST  USE  OF  PHOTOGRAPHY  ON  A 
WEBSITE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  ANO  OVER 


Grace  Through  Grief 


BEST  USE  OF  PHOTOGRAPHY  ON  A 
WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


KPCC's  AudioVision 


globeandmail.com 


UBM's  Future  Cities 


BEST  OVERALL  WEBSITE  DESIGN 
WITH  1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 


BEST  OVERALL  WEBSITE  DESIGN 
WITH  UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 


AudioVision  Design 


NBC  News  Digital 


LasVegasWeekly.com 


BEST  FOOD  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 


]ust  A  Pinch  Recipes 


editorandpublishercom 
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THE  EPPY  AWARD 


The  CUNY  Graduate  School  of  Journahsm — NYCuy  News  Service  staff, 
winner  ot^besf  coUege/university  journalism  vvebsiie  photo  by  JULius  motal 


BEST  CLASSIFIED  WEBSITE  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

Singapore  Press  Holdings  Limited 
STProperty 

BEST  CLASSIFIED  WEBSITE  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 

Adicio,  Inc. 

CareerCastcom 

BEST  COLLEGE/UNIVERSITY 
JOURNALISM  WEBSITE 

CUNY  Graduate  School  of  Journalism 
NYCity  News  Service 

BEST  COLLEGE/UNIVERSITY 
NEWSPAPER  WEBSITE 

The  Daily  Orange 
Syracuse  University 


X 


CONGRATULATIONS  TO  THE  GREENSPUN  MEDIA  GROUP  WINNERS 


EDITOR&PUBUSHER. 


Jackie  Valley 
Leila  Navidi 
LasVegasSuii.com  Staff 
LasVegasWeekly.com  Staff 


.Congratulations  to 


rs^oif  ille  inaugural 


Katherine  Schneider  Journalism 
Award  for  Excellence  in 
Reporting  on  Disability 


First  Place:  “Broken  Shield,”  California  Watch, 
The  Center  for  Investigative  Reporting, 

Ryan  Gabrielson,  Carrie  Ching  and  Marina  Luz 

Second  Place:  “The  Autism  Advantage,” 

New  York  Times  Magazine,  Gareth  Cook 

Honorable  Mention:  “Playing  by  EarJ*  Narratively 

Daphnee  Denis  and  Hoda  Emam 

Honorable  Mention:  “Second  Chapter:  A  Portrait  of 
Barry  Corbet,”  Dartmouth  Alumni  Magazine 

Broughton  Coburn 


The  Schneider  Award  is  given  by  the  National  Center 
on  Disability  and  Journalism  at  the  Walter  Cronkite 
School  of  Journalism  and  Mass  Communication, 
Arizona  State  University. 

For  more  information,  visit  ncdj.org. 


INVESTIGATIVE  OR 
DOCUMENTARY  REPORT 

NewsZl  at  Arizona 
State  University 
Back  Home:  The 
Enduring  Battles  Facing 
Post-9/11  Veterans 

BEST  ONLINE  ADVERTISING/ 
MARKETINGCAMPAIGN  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  ANDOVER 

CoK  Media  Group  Ohio 
One  Subscription. 

Total  Access:  Introducing 
MyDaytonDailyNews.com 

BEST  ONLINE  ADVERTISING/ 
MARKETING  CAMPAIGN  WITH 
UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

Times  Publishing  Company 
My  Erie  Times-News 

BEST  BUSINESS  BLOG  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

The  Boston  Globe 
Innovation  Economy  blog 


BEST  BUSINESS  BLOG  WITH 
UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

Bay  Area  News  Group/Son 
Jose  Mercury  News 
SiliconBeat.com 


BEST  NEWS/POLITICAL 
BLOG  WITH  1  MILLION 
UNIQUE  MONTHLY 
VISITORS  AND  OVER 

Milwaukee  Journal  Sentinel 
The  Wisconsin  Voter 
by  Craig  Gilbert 

BEST  NEWS/POLITICAL  BLOG 
WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

The  Columbian 
All  Politics  is  Local 


BEST  ENTERTAINMENT 
BLOG  WITH  1  MILLION 
UNIQUE  MONTHLY 
VISITORS  ANDOVER 

CNN 

The  Marquee 

BEST  ENTERTAINMENT  BLOG 
WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

The  Denver  Post 
Reverb 


BEST  SPORTS  BLOG  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

Sports  Illustrated 
Scott  Novak 


BEST  SPORTS  BLOG  WITH 
UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

Times  Publishing  Company 
Varsity 


ui)(;es 
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Pete  Adler  /  Canada.com 

Ron  Agrella  /  Bosion.com 

Jim  Aired  /  ^ews  Publishing  Company 

Jeff  Aygeris  /  Pioneer  News  Group 

Elizabeth  Bartolai  /  The  Morning  Call 

Maria  Bastidas  /  Mundo  Hispanico  ,  ^ 

Leah  Betancourt  /  WTOC.com 
■  BrocR  Berry  /  AdTaxi  Networks  ' 

Jak  Boumans  /  Electric  Media  Reporting 
frank  Bridgewater  /  Honolulu  Star-Advertiser 
Paul  Bucci  /  Pacific  Newspaper  Croup 
Justin  Burke  /  EurasiaNet.org  . 

Tonya  Carpenter  /  Stephens  Media  Croup 
Jimena  Catarivas  /  LrrRozo 
Paul  Cheung  /  Associated  Press 
Chris  Coates  /  S/oux  City  Journot 
Kevin  Pale  /  The  Denver  Post 
Luann  Dallojacono  /  Long  island  Newspapers 
Janet  DeGeorge  /  Classified  Executive  Training 
Nick  DeLorenzo'/  Civitas  Media  . 

Ross  Dettman  /  Ross  Dettman  Photography,  ESPN 
George  Dratelis  /  Acropolis  Interactive,  Inc. 

Darrell  Durham  /  The  Arizona  Daily  Star 

Editorial  Staff  /  Editor  &  Publisher  Magazine 

Roberto  Escardo  /  The  Walt  Disney  Co.  Latin  America 

Pam  Fine  /  Univeristy  of  Kansas 

Joshua  Fisher  /  Hersam  Acorn 

Kent  Ford  /  Missouri  Press  Association 

Jodi  Gtusco  /  WRAL.com 

Andrew  Green  /  Financial  Times  ^ 

Tricia  Greyshock/  Pennsylvania  Newspaper  Associatio-.r 

Tanya  Hanson  /  Orlando  Sentinel 

ertris  Harper  /  Temple  University 

Jere  Hester  /  CUNY  Graduate  School  of  Journalism 

Taylor  Hill  /  Orange  County  Register 

Mike  Jenner  /  Missouri  School  of  Journalism  . 

Keith  Jordan  /  Upstream  Digital  Media 
Colleen  Kelly  /  Star  Tribune 
Allen  Klosowski  /  SpotXchange 
Chris  Krug  /  No  Limit  Agency 
JackLail/  Knoxville  News  Sentinel  ^ 

Ross  Lasley  /  The  internet  Educator 
Yvonne  Latty  /  New, York  University 
Vance  Lehmkuhl  /  Philadelphia  Daily  News 
Rebecca  Lutz  /  Tallahassee  Democrat 

Laura  McAdoo  /  The  Seattle  Times  _ _ 

Paul  McAfee  /  Press-Enterprise 
Jonathan  McCarthy  /  MSG  Varsity  . 

Chrfstine  McKenna  /  Interport,  CUNY 

Andrew  Mendelson  /  Temple  University 

Crystal  Miller  /  Albert  Lea  Tribune 

Javier  Moya  /  Spain  Media  Magazines 

Jenney  Nalevanko  /  Kiplinger  Washington  Editors 

Bernard  Oravec  /  Williamsport  Sun-Cazette 

Shaylan  Owen  /  Hoosier  Times 

Nora  Paul  /  University  of  Minnesota 

Corinne  Perkins  /  Reuters 

Troy  Piekarski  /  Pittsburgh  Post-Gazette 

Edward  Pikulski  /  Times  Shamrock  , 


Mark  Potts  /  Lawrence  Journal-World 
Anne  Raih  /  Gatehouse  Media 
Greg  Retsinas  /  The  Press  Pemocrat 
Adam  Sears  /  The  Bulletin 
Will  Sullivan  /  Broadcasting  Board  of  Directors 
George  Spohr  /  The  Sentinel 
Courtney  Spradlin  /  LogCabm  Democrat 
Julia  Thompson  /  Arizona  Republic^ 

Marlize  van  Romburgh  /  Pacific  Coast  Business  Times 
Ben  Vankat  /  Omaha  World-Herald 


Steve  Wagenlander  /  Post  ond  Courier 
Tyler  Walsh  /  Wmntpeg  Free  Press 
Michael  Warren  /  USAASate 
Maggie  Wartik  /  Tribune  Media  Group 
Kyle  Whitfield  /  The  Dallas  Morning  News 
Karen  Workman  /  Digital  First  Media 
Robin  Yee  /  Ngee  Ann  Polytechnic 
Jose  Zamora  /  Univision 


Independent 

We  couldn’t  be  more  proud  to 
win  our  second  EPPY  award! 


Best  weekly  or  non-daily  newspaper  website  with 
less  than  1  million  unique  monthly  visitors. 


Visit  US  online  @  [independent.com] 


Q  /SBINDEPENDENT  @SBINDPNDNT  @SBINDEPENDENT 
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BEST  BUSINESS  BLOG  WITH 
UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 


BEST  COLLEGE/UNIVERSITY 


INVESTIGATIVE  OR 


DOCUMENTARY  REPORT 


Congratulations  to 


of  the  inaugural 


Back  Home:  The 


Enduring  Battles  Facing 


Post-9/ll  Veterans 


First  Place:  “Broken  Shield,”  California  Watch, 
The  Center  for  Investigative  Reporting, 

Ryan  Gabrielson,  Carrie  Ching  and  Marina  Luz 

Second  Place:  “The  Autism  Advantage,” 

New  York  Times  Magazine,  Gareth  Cook 

Honorable  Mention:  “Playing  by  Ear,"  Narratively 

Daphnee  Denis  and  Hoda  Emam 

Honorable  Mention:  “Second  Chapter:  A  Portrait  of 
Barry  Corbet,”  Dartmouth  Alumni  Magazine 

Broughton  Coburn 


The  Schneider  Award  is  given  by  the  National  Center 
on  Disability  and  Journalism  at  the  Walter  Cronkite 
School  of  Journalism  and  Mass  Communication, 
Arizona  State  University. 

For  more  information,  visit  ncdj.org. 


BEST  ONLINE  ADVERTISING/ 
MARKETING  CAMPAIGN  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

One  Subscription. 

Total  Access:  Introducing 
MyDaytonDailyNews.com 

BEST  ONLINE  ADVERTISING/ 
MARKETING  CAMPAIGN  WITH 
UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

My  Erie  Times-News 

BEST  BUSINESS  BLOG  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

Innovation  Economy  blog 


The  Carnegie*J<night  Nevvs2l  team  discusses  the  battles  facing  post-9/11 
veterans  during  a  team  meeting  in  a  newsroom  at  the  Walter  Cronkite 
School  of  Journalism  and  Mass  Communication  at  Arizona  State  University 
PHOTO  BY  PETER  HA0EN/NEWS2 1.  COURTESY  Of  THE  CRONKITE  SCHOOL 


Katherine  Schneider  Journalism 
Award  for  Excellence  in 
Reporting  on  Disability 


SiliconBeat.com 


BEST  NEWS/POLITICAL 
BLOG  WITH  1  MILLION 
UNIQUE  MONTHLY 
VISITORS  ANDOVER 


The  Wisconsin  Voter 
by  Craig  Gilbert 

BEST  NEWS/POLITICAL  BLOG 
WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


All  Politics  is  Local 


BEST  ENTERTAINMENT 
BLOG  WITH  1  MILLION 
UNIQUE  MONTHLY 
VISITORS  AND  OVER 


The  Marquee 

BEST  ENTERTAINMENT  BLOG 
WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


Reverb 


BEST  SPORTS  BLOG  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  DVER 


Scott  Novak 

BEST  SPDRTS  BLDG  WITH 
UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 
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2i|3  JUDGES 


Pete  Adter  /  Canada.com 
Ron  Agrella  /  8oston.com  • 

Jim  Aired  /  News  Publishing  Company 

Jeff  Avgeris  /  Pioneer  News  Group 

Elizabeth  Bartolai  /  The  Morning  Call  ‘ 

Maria  Bastidas  /  Mundo  Hispanico 

Leah  Betancourt  /  WTOC.com 

Brock  Berry  /  AdTaxi  Networks 

Jak  Boumans  /  Electric  Media  Reporting 

Frank  Bridgewater  /  Honolulu  Star-Advertiser 

Paul  Bucci  /  Pacific  Newspaper  Croup 

Justin  Burke  /  EurasiaNet.org 

Tonya  Carpenter  /  Stephens  Media  Croup 

Jimena  Catarivas  /  La  Raza 

Paul  Cheung  /  Associated  Press 

Chris  Coates  /  Sioux  City  Journal 

Kevin  Dale  /  The  Denver  Post 

Luann  DallojaconO  /  Long  Island  Newspapers 

Janet  DeCeorge  /  Classified  Executive  Training 

Nick  DeLorenzo  /  Civitas  Media 

Ross  Oettman  /  Ross  Dettman  Photography,  ESPN 

George  Dratelis  /  Acropolis  Interactive,  lnc_ 

Darrell  Durham  /  The  Arizona  Daily  Star 

Editorial  Staff  /  Editor  &  Publisher  Magazine 

Roberto  Escardo  /  The  Walt  Disney  Co.  Latin  America 

Pam  Fine  /  Univeristy  of  Kansas 

Joshua  Fisher  /  Hcrsom  Acorn 

Kent  Ford  /  Missouri  Press  Association 

Jodi  Glusco  /  WRALcom-  ~ 

Andrew  Green  /  Financial  Times 

Tricia  Greyshock  /  Pennsylvania  Newspaper  Associaticxr- 

Tanya  Hanson  /  Orlando  Sentinel 

Chris  HarfJer  /  Temple  University 

Jere  Hester  /  CUNY  Graduate  School  of  Journalism 

Taylor  Hill  /  Orange  County  Register 

Mike  Jenner  /  Missouri  School  of  Journalism 

Keith  Jordan  /  Upstream  Digital  Media 

Colleen  JCelly  /  Star  Tribune 

Allen  Klosowski  /  SpotXchange 

Chris  Krug  /  No  Limit  Agency 

Jack  Lail  /  Knoxville  News  Sentinel 

Ross  Lasley  /  The  Internet  Educator 

Yvonne  Latty  /  New  York  University 

Vance  Lehmkuhl  /  Philadelphia  Daily  News 

Rebecca  Lutz  /  Tallahassee  Democrat 

Laura  McAdoo  /  The  Seattle  Times 

Paul  McAfee  /  Press-Enterprise 

Jonathan  McCarthy  /  MSG  Varsity 

Christine  McKenna  /  interport,  CUNY 

Andrew  Mendelson  /  Temple  University 

Crystal  Miller  /  Albert  Lea  Tribune 

Javier  Moya  /  Spain  Media  Magazines 

Jenney  Nalevanko  /  Kiplinger  Washington  Editors 

Bernard  Oravec  /  Williamsport  Sun-Cazette 

Shayian  Owen  /  Hoosier  Times 

Nora  Paul  /  University  of  Minnesota 

Corinne  Perkins  /  Reuters 

Troy  Piekarski  /  Pittsburgh  Post-Gazette 

Edward  Pikulski  /  Times  Shamrock 


Mark  Potts  /  Lawrence  Journal-World  ' 

Anne  Raih  /  GateHouse  Media 

Greg  Retsinas  /  The  Press  Democrat 

Adam  Sears  /  The  Bufletin 

Will  Sullivan  /  BroadcaSting  Board  of  Directors 

George  Spohr  /  The  Sentinel 

Courtpey  Spradlin  /  Log  Cabin  Democrat 

Julia  Thompson  /  Arizona  Republic 

Marlize  van  Romburgh  /  Pacific  Coast  Business  Times 

Ben  Vankat  /  Omaha  World-Herald 


Steve  Wagenlander  /  Post  and  Courier 
Tyler  Walsh  /  Winnipeg  Free  Press 
Michael  Warren  /'uSAiSale 
Maggie  Wartik  /  Tribune  Media  Group 
Kyle  Whitfield  /  The  Dallas  Morning  News 
Karen  Workman  /  Digital  Firjt  Media 
Robin  Yee  /  Ngee  Ann  Polytechnic 
Jose  Zamora  /  Univision 


INDEPENDENT.COm 


We  couldn’t  be  more  proud  to 
win  our  second  EPPY  award! 


EDITORtr PUBLISHER.  . 
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Best  weekly  or  non-daily  newspaper  website  with 
less  than  1  million  unique  monthly  visitors. 


Visit  us  online  (§)  [independent.com] 


/SBINDEPENDENT  @SBINDPNDNT  .^ilSBINDEPENDENT 


digital  publishing 


continued  from  page  25 
Getty  intentionally  removed  copyright 
management  information  from  the 
images,  and  Morel  could  walk  away 
with  damages  totaling  $13.2  million. 

According  to  Stewart,  the  only 
exception  to  these  copyright  rules  is 
when  the  photograph  itself  is  a  news 
story.  For  example,  when  former  New 
York  Rep.  Anthony  Weiner  acciden¬ 
tally  shared  photos  of  himself  naked 
on  Twitter,  his  copyright  of  those 
images  was  superseded  by  the  public 
interest  in  the  photos  themselves.  The 
stoiy  itself  was  the  existence  of  the 
photos,  allowing  news  organizations 
to  bypass  regular  copyright  laws  and 
share  them. 

“What  Weiner  did  was  in  the  inter¬ 
est  of  voters  to  know,  so  newspapers 
wouldn’t  be  liable,”  says  Stewart.  “Now 
posting  a  photo  of  Nicki  Minaj’s  Hal¬ 
loween  outfit  and  claiming  the  same 
public  interest  exception  might  be  a 
bit  more  dicey  if  she  decided  to  sue.” 

Despite  these  copyright  laws,  there 
are  multiple  avenues  available  to 
savvy  social  media  editors  to  enable 
them  to  use  content  shared  on  social 
networks.  The  easiest  is  the  most 
direct— simply  ask  permission.  The 
nature  of  these  networks  pretty  much 
guarantees  a  quick  response,  and 
most  people  won’t  think  twice  about 


their  picture  being  shared. 

If  you’re  concerned  about  how 
embarrassing  it  might  look  to  read¬ 
ers  to  see  your  Twitter  feed  filled 
with  requests  to  use  content,  take  a 
cue  from  the  New  York  Times  social 
media  team:  create  a  dummy  Twitter 
account  with  no  followers,  and  in  your 
request  identify  who  you  are  and  what 
news  organization  you’re  with.  Make 
sure  to  keep  their  permission  handy. 

If  the  user  chainges  their  mind  and 
decides  to  sue  or  demand  payment, 
itll  be  important  for  you  to  be  able  to 
produce  that  permission  request. 

Twitter  has  also  blurred  the  lines 
with  content  a  bit  by  allowing  tweets, 
including  posts  with  photos  attached, 
to  be  embedded  directly  into  news 
stories.  While  this  is  great  for  blogs, 
most  newspapers  run  off  a  content 
management  system  that  has  a  spe¬ 
cific  place  to  upload  images  to  attach 
to  stories.  According  to  Stewart,  as 
long  as  you  embed  the  Twitter  post 
into  your  story,  uploading  the  im¬ 
age  within  your  system,  which  often 
times  creates  a  thumbnail  to  link  to, 
shouldn’t  be  an  issue. 

Another  avenue  for  photos  is  Flickr. 
I  know  I  told  you  that  Flickr  has  the 
same  copyright  protections  as  TVitter 
and  Facebook,  but  Flick  has  the  added 
functionality  of  allowing  people  to 


share  their  images  royalty  free  through 
what’s  known  as  a  Creative  Commons 
license.  Similar  to  photos  shared  on 
Wikipedia,  photos  given  a  Creative 
Commons  license  are  generally  free 
to  use  by  news  organizations,  and  in 
most  cases  the  only  requirement  for 
use  is  to  give  proper  credit  to  the  user 
who  took  the  photograph. 

Finally,  it’s  important  to  keep  in 
mind  that  the  issue  of  using  one’s 
work  without  permission  isn’t  just 
a  legal  issue,  it’s  an  ethical  one  as 
well.  Stewart  asks,  “As  a  journalist, 
would  you  have  any  ethical  issues 
\vith  rifling  through  the  photo  al¬ 
bum  of  a  citizen  after  he  or  she  had 
been  arrested  or  implicated  in  some 
huge  news?” 

Chances  are  you  would.  And  despite 
the  public  nature  of  these  networks, 
everyday  users  can  make  the  case  that 
the  specific  social  network  they’re 
using  is  only  intended  to  share  photos 
with  their  friends,  not  to  the  media 
universe  at  large.  As  the  Society  of 
Professional  Journalist  Code  of  Ethics 
notes,  “Show  good  taste.  Avoid  pan¬ 
dering  to  lurid  curiosity.”  ■ 

I  Rob  Tomoe  is  a  cartoonist  ~ 

I  and  reporter  for  Editor  & 

I  Publisher,  and  can  he  reached 
atrobtomoe@gmail.com. 
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EDITOR&tPUBLISHER 


Business  Directory 


*  0 

Companies  that  provide  publishing 
leaders  products  and  services  that 
help  save  time,  generate  new  revenue 
models  and  strengthen  existing  ones. 


Reach  Decision  Makers 


Is  Explaining  Your  New-media 
Business  to  Newspaper  Executives 
a  Constant  Challenge? 

Rapid  and  continuous  technology  changes  make  it  tough* 
for  publishing  executives  to  keep  current  with  products 
and  services  provided  by  new-media  companies. 

Our  readers  constantly  ask  if  we  would  create  a  directory, 
listing  new-media  companies  and  outlining  how  they  ben¬ 
efit  newspapers. 

Newspaper  industry  decision  makers  are  looking  to  sim¬ 
plify  their  lives,  and  our  new  business  directory  will  help 
publishers  better  understand  the  products  and  services 
you  sell. 

To  advertise  in  E&P%  Business 
Directory,  please  contact: 

E&P  Sales 
(949)660-6150,  ext.  214 
sales@editorandpublisher.com 


E&P  OB 
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Archive  in  A  Box  Website: 

Contact:  Mike  King  www.Archiv 

Phone:360-427-6300 
E-mail:  king@smalltownpapers.com 


Website: 

www.ArchivelnABox.com 


Who  We  Are 

ArchivelnABox"'  is  the  newspaper  scanning  service 
from  SmallTownPapers™.The  service  includes 
everything  —  shipping  &  logistics,  high  resolution 
scanning,  digital  copies,  hard  drives,  and  online 
hosting.  You  own  and  control  the  scans.  Work  on 
your  schedule  and  budget  with  no  contract 
commitment  -  it's  pay-as-you-go. 

How  would  a  newspaper  benefit  from 
your  product  or  service? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Digital  copies  preserve  your 
archive  and  make  them  accessible.  Contact  us  today. 
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Fer  RockAwty,  NY 


United  StMs 
'**’  :  Ktmii 


Mdirytand 


Points  Mentioned 


Contact:  Matthew  Larson, 
Director  of  Business 
Development 
Phone:315-294-5735 

Email: 

mcl@our-hometown,com 

Website: 

PointsMentioned.com 


Folks  Flood  Stop  FEMA  Rally 


Company  Profile 

Points  Mentioned  is  a  service  created  by 
Our-Hometown,  Inca  company  that 
has  been  helping  the  newspaper 
industry  for  fifteen  years  by  providing 
turnkey  digital  publishing  solutions  to 
community  newspapers.  The  company 
has  always  focused  on  making  it  as 
easy  as  possible  for  the  publisher  to  get 
all  their  print  content  online. 

For  the  past  year,  the  company  has 
been  collaborating  with  the  newspaper 
industry  to  develop  Points  Mentioned,  a 
service  that  automatically  creates  maps 
for  news  articles  whenever  a  location  is 
mentioned  in  a  story. The  company  is 
quietly  rolling  out  the  service  to 
community  news-paper  websites  as 
part  of  an  open  beta  trial. 

"Software  is  in  our  DNA,  and  we  were 
raised  on  newspapers" explains  Matt 
Larson,  director  of  business  develop¬ 
ment  for  Our-Hometown.  Points 
Mentioned  was  borne  from  this 
combination  and  continues  its  heritage 
of  supplying  innovative  digital 
solutions  for  the  industry. 


IN  STORY  MAPS 


Benefits  to  a  newspaper 

Points  Mentioned  is  the  easiest  way  to  create  interactive  maps  for  news  articles. 
The  service  works  through  an  automated  mapping  widget,  which  is  easily 
installed  on  any  newspaper  website.  When  a  story  is  first  published,  the  widget 
scans  the  page  for  location  information  using  a  natural  language  processing 
algorithm.  Once  any  locations  in  the  story  are  identified,  the  widget  creates  a  map 
with  pins  for  each  point  mentioned.These"in  story"  maps  first  appear  as  a  small 
preview  icon,  which  expand  to  a  full  size,  interactive  map  when  clicked. 

This  is  a  three  tier  value  proposition  to  newspapers.  First,  automatically  having  a 
map  appear  on  news  articles  will  drive  reader  engagement  and  bring  a  whole 
new  dimension  to  your  stories. The  maps  highlight  the  geographic  context  of  the 
article  and  immediately  answer  the  question,"where's  the  story?" 

Secondly,  the  data  that  is  collected  can  be  used  by  reporters  for  research  and  to 
create  new  interactive  storytelling  tools."Global  maps" for  example,  can  easily  be 
created  to  display  points  from  many  different  articles,  enabling  readers  to 
discover  local  news  on  a  map. 

And  third,  an  innovative  mobile  app  called  "News  Bayou"  will  provide  a  feed  of 
geotagged  stories,  enabling  readers  to  discover  hyperlocal  news  about  their 
communities  and  neighborhoods.  Once  launched,  the  app  will  generate  traffic 
and  subscription  revenue  for  newspaper  websites  by  directing  mobile  readers  to 
news  articles  based  on  their  current  location. 

Learn  more  at  www.pointsmenrioned.com 


Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kristina.Meinig@auditedmedia.com 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members,  the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

As  a  collaborative  organization,  AAM  provides  credible,  independently  verified  informa¬ 
tion  that  is  essential  to  the  media  buying  and  selling  process.  AAM's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  new  Media  Intelligence 
Center  provides  a  better  understanding  of  the  local  market  with  reliable  data.  AAM's 
Consolidated  Media  Report  (CMR)  generates  a  comprehensive  view  across  multimedia 
products  for  newspapers.  Audience  Snapshot  allows  U.S.  daily  newspapers  to  incorporate 
the  world  of  print  and  online  readership  alongside  detailed  circulation  stats. The  Preprint 
Projection  Center  is  an  online  tool  that  helps  newspapers  streamline  preprint  quantities, 
zones,  dates  and  distribution  90  days  in  advance  ohhe  distribution  date,  updating  pro¬ 
jected  circulation  data  monthly  from  a  secure,  confidential  centralized  location. 


Testimonial 

Media  buyers  are  voicing  their  support  for  AAM's  CMR.  Chris 
Cope,  founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  the 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 
"It's  valuable  to  see  multiple  channels  in  a  single  document  so  we 
have  a  comprehensive  picture  of  what  we're  evaluating,"  Cope 
said."We  can  also  see  where  one  medium  can  complement  and 
enhance  the  effectiveness  of  another. This  (the  CMR)  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 


Chris  Cope,  CIO  «f  ACGMcdu  ami 
choiniHn  of  the  AAM  Newspaper 
Boyers'  Advisory  Conminee 


Success  Story 

AAM  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region- 
Wide  Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  news¬ 
papers  affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of 
platforms  attached  to  the  CRWN  name,  AAM's  CMR  proved  to  be  the  best  option  for 
displaying  the  company's  readership,  usage,  circulation,  and  net  combined  audience 
for  print,  web,  and  mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to 
really  communicate  the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice 
president  of  audience  development  at  Sun-Times  Media.  CRWN  presented  each  news¬ 
paper's  reach  in  terms  of  readership  through  various  self-created  graphics  that,  with 
the  help  of  AAM's  customizable  CMR,  clearly  displayed  these  statics  in  an  accurate  and 
comprehensible  manner. 


Gannett  Publishing 
Services  (GPS) 

7950  Jones  Branch  Dr. 
McLean,  VA  22102 
g  pssales@ga  n  nett.com 

Contacts: 

Printing  and  Packaging 
Robert  (Sandy)  Andrews 
VP  National  Commercial 
Sales 

rsand  rews@ga  n  nett.com 
Direct:  404-699-6202 

Distributions  Solutions 

Group 

Chris  Hansen 

chansen@usat6day.com 

770-935-2416 

Gannett  Imaging  and  Ad 
Design  Center  (GIADC) 

giadcinfo@gannett.com 

Contact: 

Connie  Gallagher 
Business  Development  Mgr. 
csgallag@gannett.com 
Direct:  515-284-8189 

Who  We  Are 

Gannett  Publishing  Services  (GPS),  and 
Gannett  Imaging  and  Ad  Design  Center 
(GIADC),  are  recognized  leaders  in  the 
publishing  industry,  operating  40  com¬ 
mercial  printing  &  packaging  facilities 
throughout  the  country  and  2  full- 
service  design  centers.  Our  highly 
talented  team  of  professionals  is  ready 
to  partner  with  your  organization  to 
deliver  pre-media  services,  print,  pack¬ 
aging  and  distribution  management 
solutions  to  improve  your  bottom  line. 


Benefits  to  a  Newspaper 

Outsourcing  production  and  distribution  to  our  group  requires  minimal  or  no 
capital  investment  and  allows  you  to  focus  on  your  core  business.  Outsourcing 
makes  sense  for  most  businesses  -  insourcing  and  consolidation  can  be  costly. 
Gannett  Publishing  Services  has  already  laid  that  groundwork  and  gone  through 
the  growing  pains.  Now  you  have  the  opportunity  to  benefit  from  our  experience 
and  our  continuing  investment  to  imtpartners  that  understand  your  business.  We 
can  become  a  true  extension  of  your  team.  Quality  and  offerings  can  be  improved 
in  most  locations,  helping  you  generate  revenue.  Best  of  all,  you  free  up  your 
resources  to  focus  on  what  you  do  best — SELL. 

Why  Companies  Choose  Us 

Because  we  are  very  good  at  what  we  do.  Our  goal  is  to  deliver  consistent  quality 
products  and  services  as  well  as  exceptional  customer  service,  while  providing 
cost-effective  custom  solutions  that  address  any  publishing  requirements. 

All  of  our  pre-media  work  is  produced  in-house  at  locations  in  Des  Moines,  lA  and 
Indianapolis,  IN. Our  management  group  is  fiercely  committed  to  the  success  of 
both  our  own  teams  and  yours.  We  don't  just  think  outside  the  box.  We  burned 
the  box,  and  our  customers  win  big  as  a  result. 

How  We  Are  Different 

The  biggest  advantage  that  we  have  over  our  competition  is  that  we  live  and 
breathe  this  business  daily  just  like  you  do.  We  interact  with  thousands  of  sales 
reps,  customers  and  Publishers  on  a  daily  basis,  so  we  understand  your  business. 
Our  goal  is  to  allow  you  to  focus  on  your  business  and  not  on  internal  issues 
dealing  with  production  and  design.  We  are  first  and  foremost  a  media  company. 
Our  primary  business  is  that  of  publishing,  just  like  yours.  We  understand  what  it 
takes  to  meet  deadlines  and  keep  customers  happy.  Do  what  you  do  best  and 
outsource  the  rest...to  Gannett!  Because  YOU  are  our  business! 

Testimonial/Current  Clients/Success  Story 

"We  had  utilized  the  Photo  Toning  services  at  Gannett  for  a  number  of  years.  When  we 
were  looking  for  a  partner  for  our  Ad  Production,  they  were  the  obvious  candidates. 

We  needed  quality  work,  at  a  reduced  cost  and  a  quick  turnaround.  We  also  had  a 
definite  need  for  improved  turrwround  of  our  spec  ads,  and  we  were  wishing  to  keep 
the  work  within  the  U.S.  They  delivered  as  promised  in  each  area.  I  would  highly 
recommend  their  services  to  anyone  considering  outsourcing  their  ad  production. " 

-  Ed  Ciambrone,  Production  Manager,  Lawrence  Journal-World 

"During  the  last  20  years,  GPS  have  always  been  willing  to  aid  us  in  any  way  necessary. 
We  are  very  pleased  with  the  relationship  we  have  established  and  the  results  are 
always  outstanding." 

-  Cindy  Kennedy,  The  Chronicle  of  Higher  Education 


Newspapers 

■  •  .com 


Newspapers.com 

355  South  520  West, 

Suite  250, 

Lindon,  UT  84042 

Contact:  Brent  Carter, 

Director  of  Business 

Development 

Phone:801-494-6527 

Fax:801-494-6490 

E-mail: 

bcarter@newspapers.com 

Website: 

www.newspa pers.com 

Company  Profile 

Newspapers.com  is  a  business  unit  of 
Ancestry.com  and  is  the  online  home  of 
51+  million  pages  of  historical 
newspapers  from  more  than1900 
newspapers  from  around  the  United 
States  and  beyond.  The  site  serves  the 
genealogy  community  by  making  it 
easy  and  convenient  to  search  or 
browse  the  collection  for  news,  notices 
of  births,  marriages  and  deaths,  sports, 
comiaand  much  more. 
Newspapers.com  partners  with 
archives  and  publishers  across  the 
country  to  digitize  millions  of  pages 
each  month  through  its  customized 
Powered  by  Newspapers.com  solution. 


I  Benefits  to  a  Newspaper 

•  Uniquely  position  a  newspaper  to  increase  revenue  from  its  archive. 

•  Offer  a  no-cost  solution  to  the  digitization  and  monetization  of  historical 
newspapers  through  a  highly  favorable  partnership. 

•  Allow  a  newspaper  to  sell  digitized  and  indexed  images  directly  into  the 
consumer  market,  make  it  part  of  your  bundle,  introduce  it  as  a  new  product, 
or  integrate  it  directly  into  an  article. 

•  Help  your  archives  come  to  life  on  Newspapers.com's  state  of  the  art  site, 
including  a  high-tech  image  viewer  and  an  easy  way  to  save  and  share  your 
discoveries. 

•  Removes  the  barriers  to  researching  historical  articles  and  allows  journalists 
to  simply  search  the  archive  by  topic,  name,  date,  or  place. 

•  Enrich  your  stories  with  the  historical  context  that  can  be  found  in  this 
mountain  of  historical  information. 

Why  companies  choose  you 

Newspapers.com  brings  new  ideas  and  customized  solutions  to  historical 
newspapers.  The  unique  alignment  of  goals  between  newspapers  and  genealogy 
results  in  an  arrangement  that  is  truly  a  win-win  proposition. 

1 

How  you  are  different 

•  Highly  motivated  and  engaged  in  marketing  and  monetizing  newspaper 
archives  for  publishers 

•  Will  work  hand-in-hand  to  find  the  right  solution  to  add  the  most  value  to  the 
customer 

I  •  Focus  on  customer  engagement  and  interaction 
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Southern  Lithoplate,  Inc.  ! 

P.O.Box  9400 
Wake  Forest,  NC  27588 

Contact: 

Steven  Mattingly 
Senior  Vice  President  of 
Sales  &  Marketing  j 

Phone:800-638-7990  | 

Fax:919-554-0786 
Email:  SMattingly@slp.com 
Website:  www.slp.com 

Who  We  Are 

Southern  Lithoplate,  Inc.  is  the  pre¬ 
ferred  provider  of  digital  lithoplates,  | 

prepress  and  pressroom  service/support,  | 

with  the  full  spectrum  of  prepress  and 
pressroom  technologies  for  newspaper 
and  commercial  publishing.  Head¬ 
quartered  in  North  Carolina  with 
manufacturing  plants  in  North  Carolina 
and  Michigan,  Southern  Lithoplate  is  a 
steadily  growing,  privately  held, 
American-owned  company.  We  offer 
high-quality  printing  plates  that  are 
compatible  with  thermal  and  violet 
computer-to-plate  (CtP)  platesetters. 
Southern  Lithoplate  innovation  boosts 
print  profitability  today  and  into  the 
future.  j 


Benefits  to  a  Newspaper 

No  matter  what  kind  or  volume  of  offset  printing  you  produce,  our  customized 
solutions  can  lift  your  operation's  profits. The  best  technology,  performance  and 
service  allow  you  to  enhance  throughput,  increase  ad  revenue  and  generate  more 
commercial  work.  Proven  Replica  HSV  and  Replica  HSV  ECO  LVC  violet  plates  and 
market  share-leading  Viper  830®  and  Viper  830  TPX  thermal  plates  deliver 
commercial  quality  at  newspaper  prices. Combining  best-in-class  digital  plates  with 
sophisticated  workflow  software,  CtP  devices  and  color  management  tools  gives  you 
new  ways  to  succeed. 

Why  Companies  Choose  Us 

Southern  Lithoplate  digital  plates  are  durable  and  long  lasting.They  exhibit  superb 
flexibility  and  control.  Your  presses  will  print  efficiently,  and  you'll  achieve  the  desired 
run  lengths.The  dot  structure  is  sharp  and  precise,  producing  clear,  crisp  images. 
Issues  with  banding  will  be  a  distant  memory.  Faster  makereadies,  shorter  time  to 
color  and  minimal  waste  will  add  up  to  pressroom  savings. 

How  We  Are  Different 

Southern  Lithoplate  is  the  only  digital  plate  company  operating  fully  integrated  and 
automated  high-speed  plate  manufacturing  lines  within  redundant  facilities.  In  the 
past  few  years,  we've  acquired  3M  and  lmation's,Citiplate's  and  Konica  Minolta's 
manufacturing  assets  and  intellectual  property. Our  patent  portfolio,  developed ' 
within  the  Southern  Lithoplate  organization,  encompasses  plate  coating,  graining 
and  manufacturing  technologies.  Expert  field  technical  expertise  and  24/7/365 
support  continue  to  earn  and  keep  customers' trust. 

Our  Strategic  Alliance  partnerships  with  pioneers  in  CtP,  workflow  systems,  color 
and  ink  management  solutions  and  notch-bend  equipment  achieve  unprecedented 
results. Together,  we  provide  easy-to-implement  solutions  and  a  depth  of  service  that 
can't  be  duplicated.The  Strategic  Alliance  partners'  sales  and  business  development 
expertise  help  your  sales  teams  attain  their  goals. 

Testimonial/Current  Clients 

"Our  newspaper  and  commercial  customers  have  high  quality  expectations,  and 
Southern  Lithoplate  works  with  us  to  achieve  our  goals," said  Steye  Infinger,  director 
of  operations  at  The  Villages  (Fla.)  Daily  Sun.  Specializing  in  four-color,  spot-color  and 
black-and-white  printing  of  minitabs,  tabloids  and  broadsheets,  the  Daily  Sun 
produces  award-winning  quality  using  Viper  830  plates."We  have  great  confidence 
in  the  consistency  of  their  products  and  the  reliability  of  their  technical  support. 
Proper  dot  gain  is  a  big  part  of  maintaining  good  reproduction.  Southern  Lithoplate 
has  helped  ensure  that  the  dot  gain  is  correct  for  our  plates.  If  we  have  any  questions 
or  problems,  the  service  response  is  quick  and  helpful." 


PCF 


Publishers  Circulation  Fulfillment,  Inc.  (PCF)  • 
Contact:  Sales 
Ph:  1-877-723-6668 
E-mail:  sales@pcfcorp.com 
Website:  www.pcfcorp.com 

Who  We  Are 

For  over  25  years,  PCF  has  been  the  proven  leader  in  all  operational  aspects  of 
print  distribution  for  some  of  the  country's  major  newspapers.  As  one  of  the 
largest  home  delivery  and  distribution  service  providers  in  the  United  States, 
PCF  helps  publications  of  all  sizes  reduce  costs,  expand  or  maintain  their 
delivery  footprint,  and  stabilize  service  to  improve  subscriber  retention.  With 
PCF  as  a  partner,  publishers  can  offload  daily  operational  headaches,  and 
refocus  resources  on  managing  results  and  pursuing  growth. 

Beyond  Delivery  Services,  PCF  now  offers  Technology  and  Consulting 
Solutions  to  distribution  operations  anywhere  in  the  country.  From  problem 
solving  to  best  practices,  PCF  has  the  unrivaled  depth  of  knowledge  and 
expertise  needed  to  successfully  support  print  distribution  operations  in 
today's  ever  changing  landscape. 


Benefits  to  a  Newspaper 

PCF  offers  a  broad  range  of  services  and  solutions  to  support 

growth  and  operational  efficiency. 

Delivery  Services  include  a  range  of  scalable,  affordable  delivery 
options,  serving  a  wide  range  of  printed  media  -  including  dailies, 
weeklies,  newspapers,  magazines,  free  publications,  Sunday  Select  and 
more.  PCF  serves  more  delivery  options  than  ever,  including  single  copy 
and  bulk,  total  market  coverage,  select  market  coverage,  zoned  delivery, 
and  of  course,  traditional  home  delivery. 

Technology  Solutions  helps  you  minimize  expenses  and  maximize 
revenue  through  quick  and  easy  multi-pub  route  management,  contractor 
management  and  delivery  verification  -  available  anywhere  in  the  country 
through  a  cloud-based  environment. 

Consulting  Solutions  provide  the  analyses  and  strategies  needed  for 
profitable,  sustainable  print  distribution  operations. 

These  affordable  solutions  are  designed  to  help  publishers  quickly 
and  efficiently  meet  their  on-going  distribution  needs,  while  opening  the 
door  for  additional  revenue  opportunities. 

Call  1 -877-PCF-6668  to  find  out  more  or  visit  us  at  wvvw.pcfcorp.com 


Who  We  Are 

CCI  is  a  leading  provider  of  editorial  and  advertising  solu¬ 
tions  for  multimedia  news  environments.  Our 
products  are  the  most  robust  and  powerful  systems  in 
the  industry,  and  are  implemented  in  news  organizations 
across  five  continents. 

We  provide  the  platform  to  support  evolving  needs  of 
the  world's  largest  news  organizations,  and  scalable 
solutions  to  help  growing  media  brands  optimize  their 
business  strategies.  Constant  innovation  and  strong 
customer  commitment  remain  the  cornerstones  of  CCI's 
business  model. 


What  differentiates  you  from 
your  competitors? 

CCI  offers  NewsGate,  which  is  a  media-neutral  edito¬ 
rial  Content  Management  System  in  the  sense  that 
you  use  the  same  set  of  tools  to  produce  stories  for 
print  and  digital  media.The  planning  processes,  the 
templates  and  the  workflows  are  the  same  type, 
whether  you  work  with  content  for  a  printed  paper,  a 
website,  mobile  or  tablet  product.  So  multiple  media 
means  new  and  different  ways  of  telling  a  story.lt 
does  not  mean  new  tools  to  master. 


CCI  Europe  Inc. 

3550  George  Busbee 
Parkway  NW 
Kennesaw,GA  30144 


Phone: -1-1  770  4201100 
E-mail:  info@ccieurope.com 
Website:  www.ccieurope.com 
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By  Nu  Yang 

people@editorandpublisher.com 
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IHHHHi  Saunders  assumes 
^  the  newly  created 

role  of  chief  revenue 
officer,  overseeing 
the  Globe's  print 
and  digital  product 
advertising,  sub- 
scription  revenue 
r^Wk  and  audience  data 

’  1  analytics.  Previ- 

ously,  he  served  as 
vice  president  of  ad- 
vertising  sales.  Sean 
Humphrey  becomes  vice  presi¬ 
dent  of  marketing,  overseeing  the 
strategy  and  execution  of  all  brand, 
reader  and  trade  marketing.  He  has 
held  a  series  of  progressively  senior 
positions  within  the  marketing 
department,  including  a  leadership 
role  in  the  recent  launch  of  Globe 
Unlimited,  the  paper's  digital  paid 
subscription  service.  Greg  Doufas 
has  been  appointed  vice  president 
of  data  and  audience  intelligence. 

His  responsibilities  include  all  data 
analytics  and  research  related  to 
customer  and  audience  acquisition, 
engagement  and  retention. 

Roel-JanMouw 

has  been  appointed 
chief  executive 
officer  with  Wood- 
Wing  Software, 
a  multi-channel 
publishing  and  digital  asset  man¬ 
agement  solutions  for  publishers.  He 
replaces  co-founder  Hans  Jans¬ 
sen,  who  is  now  CEO  of  WoodWing 
Ventures.  Most  recently,  Mouw  was 
director  partner  marketing  EMEA 
at  EMC.  _ 


The  Globe  and 
Moilhaspromoted 
three  seasoned 
executives  to  new 


Rene  Sanchez  has  been  promoted  to  editor  and  senior 
vice  president  of  the  Minneapolis  Star  Tribune.  Sanchez, 
formerly  Star  Tribune's  managing  editor,  replaces 
Nancy  Barnes,  who  is  npw  editor  and  executive  vice 
president  of  The  Houston  Chronicle.  In  his  new  position, 
Sanchez  will  oversee  all  aspects  of  Star  Tribune  news 
and  feature  content  across  all  platforms.  He  joined  the 
paper  as  a  writer  in  2004.  Nine  months  later,  he  was- 
named-Sunday  editor  before  subsequent  promotions  to  deputy  managing 
editor  and  to  managing  editor  in  January  2008. 


Jonathan  Cannon  has  been  named 
editor  of  the  Herald  Democrat  in 


John  A.  Kir  kpatrick  III  has  been 
named  president  of  Lancaster  (Pa.) 
Newspapers.  In  his  new  position,  he 
will  oversee  the  development,  produc¬ 
tion,  content,  sales  and  marketing  of 
the  Intelligencer  Joumal/Lancaster 
New  Era,  Sunday  News  and  Lancast- 
erOnline.  Hell  also  oversee  The  Fly,  a 
monthly  entertainment  magazine,  and 
La  Voz  Hispana,  a  weekly  Spanish- 
language  newspaper.  Kirkpatrick 
comes  to  Lancaster  from  Harrisburg 
Pa.,  where  he’d  been  president  of  the 
PA  Media  Group. 

lyier  Miller  has  been  named  pub¬ 
lisher  of  the  Independent  Record  and 
Montana  Standard.  He  succeeds 
Randy  Rickman  who  resigned  in  May. 
Miller  has  served  as  publisher  of  the 
Daily  Record  in  Ellensburg,  Wash, 
since  2010.  He  previously  managed 
retail,  classified  and  digital  advertising 
for  Colorado  Community  Newspapers, 
covering  13  communities  in  the  Denver 
region.  His  career  also  includes  serving 
as  a  sales  and  marketing  executive  for 
the  Idaho  Statesman  in  Boise. 

Mark  Cohen  has  been  named  pub¬ 
lisher  of  the  Akron  Beacon  Journal, 
replacing  Andrea  Mathewson,  who 
retired  at  the  end  of  September. 

Most  recently,  Cohen  served  as  chief 
operating  officer  and  vice  president  of 
operations  of  Seattle-based  Pioneer 
Newspaper  Group.  Cohen  started 
his  career  as  a  sales  executive  with 


the  Cincinnati  Enquirer.  He  also  has 
worked  for  Thomson  Newspapers  as  a 
division  manager  and  vice  president; 
as  advertising  and  marketing  direc¬ 
tor  of  the  Florida  Times-Union  in 
Jacksonville;  and  as  vice  president  of 
advertising  for  more  than  100  weeklies 
and  six  dailies  in  the  Boston  market 
for  GateHouse  Media. 

Ellen  Priest  has  been  named  president 
of  Aiken  Communications  in  South 
Carolina  and  publisher  of  its  news¬ 
papers.  Priest  most  recently  served 
as  president  of  Summerville  Commu¬ 
nications.  She  had  previously  served 
as  business  manager  at  the  Aiken  Stan¬ 
dard.  Priest  replaces  Scott  Hunter, 
who  has  retired.  Hunter  began  work  as 
a  sports  writer  at  the  Af  Aren  Standard 
in  1973.  He  later  served  as  sports  edi¬ 
tor,  news  editor,  managing  editor  and 
general  manager  before  being  named 
publisher  of  the  AzAren  Standard  and 
president  of  Aiken  Communications 
in  1989. 

Shawn  E.  Palmer  has  been  named 
senior  vice  president,  chief  revenue  of¬ 
ficer  of  the  Record-Journal  Publishing 
Co.,  publishers  of  the  Record-Journal 
in  Meriden,  Conn.,  The  Westerly  Sun 
in  Rhode  Island  and  10  weekly  news¬ 
papers  in  Connecticut  and  Rhode  Is¬ 
land.  Most  recently,  he  served  as  pub¬ 
lisher  of  The  News-Times  in  Danbury, 
Conn.  Palmer  began  his  career  with 
Hearst  Connecticut  Media  Services 
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as  a  consultant  before  being  named 
associate  publisher  of  The  News-Times 
in  January  2010.  He  was  promoted  to 
publisher  in  February  2011. 

Tim  Farkas  has  joined  the  Watertcrwn 
Daily  Times  as  editor  and  as  vice 
president  of  news  operations  for  the 
Northern  New  York  Newspapers  Corp. 
He  most  recently  served  as  executive 
editor  of  The  Berkshire  Eagle  in  Massa¬ 
chusetts.  Previously,  he  served  as  execu¬ 
tive  sports  editor  at  the  Albany  Times 
Union  and  assistant  sports  editor  at  The 
News  &  Observer  in  Raleigh,  N.C. 

Arlene  Getz  has  been  appointed  edi¬ 
tor  in  charge,  digital  news  at  Reuters. 
She  has  been  with  Reuters  since  2010 
and  most  recently  served  as  editor  in 
charge,  media  and  features  editor. 
Previously,  she  served  as  the  editorial 
director  for  Newsweek's  worldwide 
special  editions. 

The  Seattle  Times  has  announced 
several  leadership  appointments.  Suki 
Dardarian,  who  has  served  as  one  of 
the  paper’s  managing  editors,  was  ap¬ 
pointed  to  the  newly  created  position 
of  director  of  audience  development 
and  innovation.  Jim  Simon,  who  has 
been  assistant  managing  editor  for 
local  news,  becomes  deputy  managing 
editor.  Ryan  Blethen,  currently  execu¬ 
tive  producer  of  seattletimes.com,  will 
become  assistant  managing  editor/ 
digital,  overseeing  online  content  and 
subscriptions.  Mark  Higgins,  who  was 
metro  editor,  will  be  senior  editor,  dig¬ 
ital.  Michele  Matassa  Flores  will  be 
assistant  managing  editor/entertain¬ 
ment.  overseeing  sports  and  features. 
Leon  Espinoza,  currently  executive 
news  editor,  will  become  the  assistant 
managing  editor  for  standards  and 
interactivity.  Whitney  Stensrud,  now 
art  director  for  graphics,  will  become 
assistant  managing  editor  for  visuals. 
Carole  Carmichael,  in  her  continuing 
role  as  assistant  managing  editor,  will 


help  develop  new  ways  to  connect  the 
newspaper  with  the  community. 

Roula  Khalaf  has  been  appointed 
foreign  editor  and  assistant  editor  with 
the  Financial  Times.  With  13  years 
experience  as  the  FTs  Middle  East  edi¬ 
tor,  Khalaf  takes  on  this  new  strategic 
role  to  support  the  FT  and  its  global 
network  of  foreign  correspondents. 
Khalaf  joined  the  FT  as  North  Africa 
correspondent  and  before  that  she  was 
a  staff  writer  for  Forbes  magazine. 

Thomas  A.  Silvestri  has  been  elected 
president  of  the  Southern  Newspaper 
Publishers  Association  for  2013-14. 

He  is  president  and  publisher  of  the 
Richmond  (Va.)  Times-Dispatch.  The 
following  officers  were  also  elected: 
Digby  Solomon,  president,  publisher 
and  CEO,  Daily  Press,  Newport  News, 
Va.  to  chairman;  Charles  Hill  Morris 
Jr.,  regional  manager,  Morris  Multi- 
media,  AtlanUi,  Ga.  to  president-elect; 
and  Robert  J.  Weil,  vice  president/ 
operations.  The  McClatchy  Co.,  Sacra¬ 
mento,  Calif.,  will  serve  as  treasurer. 

Bob  Heist  has  been  named  manag¬ 
ing  editor  with  the  Baxter  Bulletin  in 
Mountain  Home,  Ark.  He  replaces 
Janelle  House,  who  left  the  paper  in 
May.  Most  recently.  Heist  served  as 
executive  sports  editor  at  the  Pensacola 
News  Journal  in  Florida  for  the  past 
three  years.  Previously,  he  worked  with 
both  The  Lafayette  Daily  Advertiser  m 
Louisiana  and  The  Meadville  Tribune 
in  Pennsylvania  as  sports  editor. 

Dave  Morgan  has  been  named 
president  of  USA  Today  Sports 
Media  Group.  Morgan  succeeds  Tom 
Beusse,  who  had  been  president  of 
since  its  formation  in  2011.  Beusse 
is  leaving  to  pursue  other  opportu¬ 
nities.  Morgan  has  served  as  senior 
vice  president  of  content  and  editor- 
in-chief  of  USA  Today  Sports  Media 
Group  since  2011.  Previously,  Morgan 


Sherman,  Texas. 
f  ^  ^  He  replaces  Don 

I  Eldredge,  who  has 

retired.  Cannon's 
^  first  experience  at 
r  fli  j  the  Herald  Demo¬ 

crat  was  as  an  intern  in  2008.  He  also 
worked  for  the  Whiteshoro  News 
Record,  the  Ashley  News  Observer 
in  Crossett,  Ark.,  and  the  Christian 
Chronicle,  from  its  office  in  Edmond, 
Okla  Following  his  internship  in 
Sherman-Denison,  he  worked  in 
Washington,  D.C.,  for  the  Almanac  of 
American  Politics. 


Bruce  Ityse  has 

stepped  down  as 
publisher  of  The 
Press  Democrat  in 
Santa  Rosa,  Calif, 
in  order  to  pursue 
other  opportunities.  Steve  FaUc, 

CEO  of  Sonoma  Media  Investments, 
which  ovms  the  publication,  will 
assume  Kyse’s  job  responsibilities. 
Kyse  joined  The  Press  Democrat  as  a 
copy  editor  in  1977.  He  was  promoted 
to  dty  editor  in  1982,  to  manag¬ 
ing  editor  in  1988  and  to  executive 
editor  in  1990.  Kyse  left  in  1999  to 
run  WneToday.com,  a  website  he 
launched  in  1998  that  was  later 
absorbed  by  NYTimes.com.  He 
became  vice  president  for  news  and 
new  media  for  the  Times’  regional 
media  group  in  Tampa,  Fla.,  before 
returning  to  The  Press  Democrat  as 
publisher  in  January  2006. 


Rkk  Rogers  has 

been  named  vice 
president  of  opera¬ 
tions  for  American 
Consolidated  Media 
in  Irving,  Texas. 


Rogers  will  have  direct  oversight 


of  the  Texas  Southwest  region  and 


Oklahoma/Kansas  regioa  Rog¬ 


ers  joined  ACM  in  May  2011  and  has 
served  cis  the  director  of  product 
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development  before  being  promoted 
to  corporate  director  of  operations 
in  2012.  Prior  to  AO^,  Rogers  served 
as  publisher  and  regional  manager 
at  GateHouse  Media,  Inc.,  overseeing 
two  daily  and  two  weekly  newspa¬ 
pers  and  websites. 


JeS  Gauger  has  been 
named  publisher  of 
the  News  &  Record 
in  Greensboro,  N.C. 
He  moves  up  from 
his  role  as  execu¬ 


tive  editor.  Gauger  came  to  the  paper 
in  March  2012.  He  has  31  years  of 


experience,  including  work  as  a 


reporter  and  editor  and  as  publisher 


of  a  weekly  newspaper  group. 


*  Jodi  McFarland  has 

been  promoted  to 
editor  of  The  Sag¬ 
inaw  (Mich.)  News. 
She  previously 
served  as  managing 
producer  of  the  paper.  McFarland  re¬ 
places  Rob  dark,  who  has  served  as 
editor  of  both  The  Saginaw  News  and 
The  Bay  Qty  (Mich.)  Times  for  nearly 
two  years,  dark  continues  to  serve 
as  editor  of  The  Times.  McFarland 
joined  The  Saginaw  News  in  1997  as 
reporter  and  became  an  assistant 
metropolitan  editor  in  2001.  Later 
roles  included  metropolitan  editor 
and  community  editor. 


Karen  Dunlap 

has  retired  as 
president  of  the 
Poynter  Institute 
after  serving  in 
the  position  since 
2003.  Before  becoming  president, 
she  was  dean  of  Poyntei  since 
1994  after  a  year  as  interim  dean. 
Previously.  Dunlap  was  a  reporter 
at  the  Macon  News,  the  Nashville 
Banner  and  the  St.  Petersburg 
Times  (now  Tampa  Bay  Times). 


served  as  executive  editor  of  Yahoo! 
North  American  Audience.  Morgan 
came  to  Yahoo!  after  working  at  The 
Los  Angeles  Times  for  more  than  20 
years,  including  time  as  deputy  sports 
editor  in  charge  of  daily  operations. 

Richard  Kelley  has  been  appointed 
editor  of  The  Register-Herald  of  Beck- 
ley,  W.Va.  Kelley  was  most  recently 
the  executive  editor  of  the  Macomb 
Daily  of  Mount  Clemens,  Mich.  Kelley 
began  his  journalism  career  at  the  Ann 
Arbor  (Mich.)  News,  and  went  on  to 
serve  in  staff  and  executive  roles  at  the 
Detroit  Free  Press',  the  Jackson  (Miss.) 
Clarion-Ledger-,  WLBT-TV  in  Jackson; 
the  San  Juan  (Puerto  Rico)  Star  and 
the  Memphis  Commercial  Appeal. 

Donna  Granato  has  been  appointed 
vice  president/corporate  finance  and 
investor  relations  with  the  Tribune  Co. 
She  will  be  responsible  for  all  aspects 
of  investor  communications  and  will 
work  with  the  company’s  executive 
team  on  a  broad  range  of  strategic, 
financial  and  operational  initiatives. 
Prior  to  joining  Tribune,  Granato 
held  financial  and  operational  roles  of 
increasing  responsibility  in  such  areas 
as  investor  relations,  corporate  finance 
and  mergers  and  acquisitions. 

George  Ledbetter  has  retired  as  pub¬ 
lisher  of  the  Chadron  (Neb.)  Record 
after  13  years  with  the  publication  and 
24  in  the  newspaper  business.  Hot 
Springs  (S.D.)  Star  publisher  Brett 
Nachtigall  is  now  the  Southern  Divi¬ 
sion  Group  Publisher  and  will  add  the 
Chadron  publisher’s  duties.  Record 
reporter  Kerri  Rempp  has  been  pro¬ 
moted  to  editor. 

Rick  Berke  has  left  his  position  as  se¬ 
nior  editor  and  director  of  video  at  The 
New  York  Times  to  become  executive 
editor  of  Politico.  He  joined  the  Times 
in  1986  and  has  served  as  national 
editor  and  assistant  managing  editor, 
where  he  oversaw  the  features  depart¬ 


ments  and  weekly  sections,  as  well  as 
political  coverage. 

Mark  Oggero  has  been  appointed 
senior  vice  president  of  global  opera¬ 
tions  with  Goss  International  Corp. 

In  this  newly  created  position,  he  will 
oversee  Goss’  global  manufacturing 
operations  and  focus  on  further  inte¬ 
grating  and  improving  Goss’  world¬ 
wide  production  of  simple,  easy  to 
use  and  cost  effective  technologj'  for 
the  company’s  global  customer  base. 
Oggero  has  28  years  of  experience 
within  low-  and  high-volume  manu¬ 
facturing  industries,  a  strong  inter¬ 
national  background  and  expertise  in 
change  management. 

Peter  Saidel  has  been  appointed 
deputy  world  editor  at  The  Wall  Street 
JoumaTs  World  Desk  in  New  York. 

In  his  new  role,  Saidel  will  help  lead 
the  desk’s  coverage  of  global  politi¬ 
cal,  economic  and  general  news  and 
run  the  World  Desk  on  Sundays. 
Saidel  has  been  a  news  editor  at  The 
Wall  Street  Journal  since  2005.  He 
has  been  with  Dow  Jones  since  2000, 
when  he  joined  the  Far  Eastern  Eco¬ 
nomic  Review  magazine. 

William  Dean  Singleton  has  retired 
as  chairman  of  MediaNews  Group 
Inc.,  owner  of  The  Denver  Post.  He 
will  continue  to  serve  as  non-executive 
chairman  of  The  Post.  Mac  "Dilly, 
president  and  CEO  of  the  newspaper, 
will  take  over  from  Singleton  as  pub¬ 
lisher.  Singleton  founded  MediaNews 
Group  in  1983  with  the  late  Richard 
B.  Scudder.  Singleton  began  his  news¬ 
paper  career  as  a  part-time  reporter  in 
his  hometown  of  Graham,  Texas,  at  the 
age  of  15.  He  bought  his  first  newspa¬ 
per  when  he  was  21.  Singleton  served 
on  the  board  of  the  Newspaper  As¬ 
sociation  of  America  from  1993  until 
2004  and  was  chairman  of  the  group 
in  2002  and  2003.  He  was  chairman 
of  The  Associated  Press  board  of  direc¬ 
tors  from  2007  until  2012. 
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DON’T  SELL  YOUR  WEB  PRESS 
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Display  Racks 


Display  Racks 


America's  #1  Nenspaper  Racks 
(X(M>)  336-5S03 


Until  you  contact 

Newman  International  Web  Press  Sales 

“Worldwide  Marketing  of  Commercial 
T  Web  and  Newspaper  Presses” 

PRESSES  WANTED:  GOSS  COMMUNITY,  URBANITE, 
METRO  &  UNIVERSAL:  HARRIS  V15D,  V25,  V30: 
SOLNA;  KING;  TENSOR;  &  DAUPHIN 


Think  Profits 


Ad  directors  often  think  of  INSPIRE  HEALTH,  our 
pre-designed,  bi-monthly  women’s  magazine,  not  as 
the  beautifully  designed  and  custom  written  specialty 
magazine  that  it  is,  but  as  an  ad  sales  engine. 

•  Brilliant  4  color  printing  on  bright  white  glosw  paper 

•  Completely  customizable  design  for  your  local  content 

•  45%  pre-designated  ad  space 

•  Free  ad  kits  and  rate  cards 

There’s  no  cost  to  start,  no  upfront  investment. 

Get  your  ad  reps  and  advertisers  revved  up.  Drive  your 


FOR  SALE:  1998  NEWS  KING  UNITS,  $4,000  EACH; 
FOUR  UNIT  GOSS  COMMUNITY,  22  3/4,  WITH  COMPEN¬ 
SATORS,  SIDELAY  AND  RUNNING  CIRCUMFERENTIAL 
REGISTER  ON  ALL  UNITS,  SMALL  IOWA  WEEKLY, 
$17,500! 

NEWMAN  INTERNATIONAL,  LLC. 
(913)638-1040  •  newmanpress@kc.rr.com 


877-329-0571 

info@foxprintservices.com 


MINNEAPOLIS  STAR  TRIBUNE 
SEEKS  SENIOR  MANAGING 
EDITOR  FOR  NEWS 

The  Star  Tribune  is  seeking  a  senior 
managing  editor  for  news.  This 
editor  will  guide  the  daily  operation 
of  the  newsroom  working  closely 
with  the  editor  as  well  the  assistant 
managing  editors  for  Business 
Features  Metro  and  Sports  to  set  a 
high  bar  for  the  work  that  we  do  in 
print  and  increasingly  on  our  digital 
platforms.  He  or  she  will  be  resp¬ 
onsible  for  driving  coverage  that 
breaks  news  and  that  puts  a  constant 
prenrium  on  enterprise  journalism 
that  is  ambitious  distinct  and 
compelling.  This  editor  will  ensure 
we're  making  the  most  of  the  tools 
available  to  report  and  disseminate 
our  content  through  our  print  and 
digital  channels.  This  editor  will  work 
with  other  key  editors  to  make  sure 
our  brand  of  Journalism  is  important 
and  impactful  from  the  words  and 
the  images  to  the  design  and 
interactive  nature  of  some  projects. 
You  can  see  the  full  job  description 
and  apply  here: 

www.startribunecompany.com/jobs 
Questioris?  Call  Duchesne  Drew 
managing  editor  for 
operations/recruitment  at 
612-473-71 1 1  or  email  him  at 
ddrew^startribunexom 


DIRECTOR  OF  DISTRIBUTION 

The  Record  Searchlight  is  seeking  a 
Director  of  Distribution.  This  position 
oversees  the  daily  operations  of  cir¬ 
culation  distribution  to  include  home 
delivery  and  single  copy  utilizing  a 
staff  of  District  Managers  and  part 
time  Distribution  Coordinators.  As¬ 
sists  Senior  Director  of  Newspaper 
Operations  to  meet  operational  strat¬ 
egies  and  plans.  Manages  all  home 
delivery,  single  copy.  Total  Market 
Coverage  (TMC)  and  alternate  deliv¬ 
ery  distribution  operations.  Manages 
the  verification  process  for  single 
copy  returns.  Manages  independent 
contractor  agreements  and  relation¬ 
ships.  Reviews  and  analyze  depart¬ 
ment  expenses  in  an  effort  to  control 
and  reduce  cost.  Meets  budget  com¬ 
mitments.  Maintains  quality  distribu¬ 
tion  and  meets  company  set  per¬ 
formance  standards  in  regards  to 
customer  service.  Must  possess  a  val¬ 
id  driver's  license,  good  driving  re¬ 
cord  and  possess  company  required 
level  of  personal  auto  liability  insur¬ 
ance. 

The  Record  Searchlight  and 
Redding.com  is  part  of  the  E.W. 
Scripps  Company  and  offers  excel¬ 
lent  benefits  including  medical,  den¬ 
tal,  401 K,  and  employee  stock  pur¬ 
chase  plan.  The  Record  Searchlight  is 
an  equal  opportunity  employer  pro¬ 
viding  a  drug-free  work  environ- 
nnent. 

To  apply,  visit 
http://scripps.com/careers 
Search  for  Requisition  #  6632 


e7-unit  21.5”  cut-off  Goss  SSC  with  SSC-8084  folder,  two 
2-highs  and  Martin  EC838  zero  speed  splicers. 
•7-unit  Harris  VISA  w/JF7  folder  &  Quantum  III  digital  drive 
e4-unit  Harris  VISA  with  JF7  folder. 

•22”  Goss  Metroliner  press 


NEWSPAPER  MACHINERY  LLC 

(913)  492-9050  •  ininc1@jnlandnews.com  •  www.inlandnews.com 


PLACE  YOUR  AD  TODAY: 

1-800-887-1615 
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I Shoptalk  /  commentary 


Journalism  Did  it  to  Itself: 
Government  Now  Controls 
What  We  Know 


By  Jim  Dickinson 

Over  two  hours  at  the 

National  Press  Club  a  few 
months  ago,  the  truth 
finally  hit  me.  Journalism 
had  done  it  to  itself,  the  “it”  being  the 
surrender  of  our  First  Amendment- 
protected  responsibility  to  tell  the 
people  what  their  government  is 
really,  actually  doing— as  opposed  to 
what  the  government  tells  us  it  wants 
the  people  to  know. 

In  those  two  hours  on  August  12, 1 
watched  as  two  articulate,  long-time 
federal  government  public  affairs  offi¬ 
cers  (PAOs)  consolidated  the  govern¬ 
ment’s  stealthy  capture  of  all  kinds  of 
non-secret  information  that  previ¬ 
ously  flowed  freely  into  the  public 
domain  through  the  efforts  of  a  free 
press.  The  National  Press  Club  con¬ 
vened  a  panel  discussion  before  an 
audience  of  about  100  of  my  journal¬ 
istic  colleagues  entitled,  “Grovemment 
Public  Affairs  Offices:  More  Hin¬ 
drance  Than  Help?”  I  watched  from 
my  home  in  Mexico,  via  Webcast. 

The  NPC  description  of  the  event 
presented  the  issue  well: 

“Although  executive  branch  com¬ 
munications  offices  can  be  useful,  at 
times  indispensable,  in  helping  the 
press  cover  the  government,  reporters 
need  to  always  be  free  to  seek  informa¬ 
tion  in  other  ways.  Yet  doing  so  has 
become  difficult  to  a  degree  that  some 
say  jeopardizes  the  access  the  press 
and  the  public  have  to  information. 
“Public  affairs  offices  increasingly 
require  that  reporters  conduct  all  in¬ 
terviews  through  the  press  office.  U.S. 
departments  and  agencies  often  man¬ 


date  that  their  employees  only  talk  to 
reporters  through  official  channels  and. 
with  communications  staff  present. ... 

“Such  restrictions  have  increasingly 
become  the  rule  in  federal  agencies, 
but  they  were  not  in  place  so  widely  a 
few  decades  ago.  Many  reporters  do 
not  protest  the  practices,  because  they 
have  never  known  another  way. 

“On  the  other  side  of  the  issue,  public 
affairs  professionals  believe  these  con¬ 
trols  are  necessary  to  ensure  that  the 
press  gets  accurate  information  and 
the  department  or  agency’s  message  is 
unified  and  coherent.” 

The  two  government  defenders  of 
the  PAO  system  were  well  matched 
by  three  journalists  on  the  panel  who 
.argued  strongly  against  the  system’s 
latter-day  exclusive  control  over  com¬ 
munications  between  the  news  media 
and  government  employees.  These 
proponents  of  unsupervised  access 
want  the  PAO  system  to  run  in  paral¬ 
lel  with  direct  access  as  a  purely  volun¬ 
tary  source  of  help  in  newsgathering. 

Instead,  over  a  two-decade  encroach¬ 
ment  on  our  turf,  PAOs  are  our 
only  source  for  what  goes  on  behind 
closed  government  doors  in  Executive 
Branch  agencies. 

It  wasn’t  always  so.  When  I  began 
reporting  FDA  news  to  industry 
subscribers  in  1976,  PAOs  had  no  role 
in  my  work.  I  roamed  the  agency’s  cor¬ 
ridors,  knocked  on  doors,  and  spoke 
with  whoever  wanted  to  speak  with 
me.  FDA  management  had  no  idea 
who  I  was  talking  to,  when  or  where. 
And  there  were  a  dozen  other  journal¬ 
ists  doing  the  same  kind  of  work. 


All  that  began  to  change  after  the 
Oklahoma  City  bombing  when  secu¬ 
rity  came  to  federal  buildings  and  with 
it  the  ability  of  management  to  screen 
all  visitors,  including  reporters.  Little 
by  little,  “free  range”  reporting  with¬ 
ered  on  the  vine  and  went  into  history. 

That  extinction  was  painfully  clear 
to  me  as  I  watched  the  August  12 
discussion  and  observed  the  passive 
audience  fail  to  spring  to  the  side  of 
the  three  journalists  on  the  podium  as 
they  argued  for  restoration  of  direct, 
unsupervised  media  access  to  federal 
employees  in  civilian  agencies. 

With  the  tacit  acquiescence  of  the 
journalistic  profession,  PAOs  now 
completely  control  the  spigot  of  public 
information  about  what  goes  on  inside 
their  agencies. 

As  one  PAO  at  FDA  told  me,  he  saw 
his  job  as  “to  tell  the  good  news  about 
FDA.”  Unfortunately,  most  of  the 
present  generation  of  new  report¬ 
ers  seems  not  to  know  that  the  First 
Amendment  does  not  allow  PAOs  to 
behave  in  this  way.  Actually,  neither 
does  the  PAOs’  code  of  ethics,  but  hu¬ 
man  nature  is  what  it  is. 

Thomas  Jefferson  seemed  to  have  an 
inkling  of  what  might  happen  when  he 
famously  said  that  were  it  left  to^him 
to  choose  between  a  government  with 
no  press,  or  a  press  with  no  govern¬ 
ment,  he  would  not  hesitate  to  choose 
the  latter. 

All  of  that  seems  to  have  gone  with 
the  wind.  We  did  it  to  ourselves. 

FOOTNOTE:  A  group  of  journalists 
is  fighting  to  turn  back  the  PAO  tide. 
They  call  themselves  Stop  the  New 
American  Censorship  and  they  may  be 
reached  at  kfoxhall@verizon.net.  ■ 
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Holiday  wishes  and  thanks  to 
the  more  than  3,000  MediaSpan 
customers  who  rely  on  our- 
products  every  day. 

It  is  a  pleasure  serving  you. 
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